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up to 5 times faster boring 
with new Irwin Speedbor “88” 


makes every electric drill user a hot prospect 


“oQ” 


Only the Irwin Speedbor “88” gives up to 5 users in your own neighborhood trading area. 
times faster boring in hard and soft woods. Only Speedbor “88” features include Irwin’s ex- 
the Irwin Speedbor “88” does so much more clusive hollow ground point, balanced cutting 
work with less power and in less time to increase head, Hang-A-Bit hole and size markings for 
the boring range of small 1/4,” electric drills and easy selection. Precision-ground shank has three 
drill presses. This is what customers want. This heat tempered and accurately spaced flats which 
is what customers want to buy. chuck perfectly in 1/4”, 5/16”, 3/8” and 1/2” 
And remember: You can use the test block adjustable electric drills and presses. No wobble, 
picture shown below to demonstrate Irwin no run-out. Sizes 1/4” to 1”. 
Speedbor “88” superiority. This makes it even The Speedbor “88” is already selling big — 
easier to sell the biggest ready-to-buy market of so order big from your Irwin wholesaler today 
them all — the many thousands of electric drill in individual sizes, sets and assortments. 














The Irwin Auger Bit Co., Wilmington, Ohio, since 1885 


Yes, Speedbor ''88"' wood bits are packaged in Irwin's 
new and exclusive self-selling Sellopak dress-up jacket. 


Hardrock maple test shows Irwin Speedbor ‘‘88”’ 
superiority over 5 other brands 


Conditions under which all bits were tested: 


Hardrock Seasoned Maple PRESSURE APPLIED 
All 1” in Diameter BORING TIME 
645 RPM DEPTH OF HOLE 
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You'll hear this profit-sound often when you stock the 
Channellock No. 420. Hundreds of thousands of hardware 
customers lay their money on the line every year for this 
popular plier. They like its pipe-wrench grip... its all 
‘round usefulness. 


That’s why it will pay you to put the Channellock No. 420 plier 
out front for your customers to see...“‘heft’’... buy. You'll 

be profitably pleased how many times they'll tell you 

to ‘wrap it up’’. Let us send you our new catalog. 


CHAMPION DeARMENT TOOL COMPANY 


MEADVILLE, PENNSYLVANIA 





SKILLED HANDS REACH FOR 


CHAN yes LOCK 


AMA 


Yow! De Hundreds of Job: 
EASIER... BETTER 
Wish Th Pliers 


It’s easier to stock just ONE line of pliers 
It’s PROFIT-WISE to stock the genuine CHANNELLOCK line. 
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VOreermity...... cs 


The greater the number of assembly variations, the more valuable to the retailer ...the easier for him to adapt 


the fixture to his particular needs. Weber’s new DISPLAYLINE offers the widest number of assembly combinations 
in a self-selling unit. These wall shelving and gondola units are so simple to assemble, 
no tools are required. Completely without nuts, bolts, or clips, each unit is - 
self-locking. Constructed entirely of steel with back panels and shelves of | E : ai 
perforated metal. In 8 store-planned colors... designed particularly for the 

profit-minded merchant. To see the way to a new “pattern for profit” 


write for free illustrated brochure to: 








WEBER SHOWCASE & FIXTURE CO., INC., 5700 Avalon Blvd., Los Angeles 11, Calif. 
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KEEP YOUR CASH REGISTER RINGING WI/TH THESE 
FAST-SELLING BOYCO GALVANIZED PRODUCTS 


©) 


sate oF 
immediate © 
muture delivery 


BOYCO STANDARD BOYCO 50 GALLON CAPITOL 5-10 GALLON 
WATER PAIL TRASH CAN 


CAPITOL 20, 24, 29, 32 GALLON 
GARBAGE CAN TAPERED ASH CAN 
5100 SANTA FE AVENUE, LOS ANGELES, CALIFORNIA ¢ 1849 OAK STREET, ALAMEDA, CALIFORNIA 
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This klamp means business.. 


Fast-acting-sets with one hand 


Wedgelock 


Actual size 


Locks in 5 positions simply by pressing the thumb 


The new Klip-Klamp has a cam “trigger” 
that sets it at 5 distinct positions and locks in 
place. Releases simply by flipping up the 
cam lever. Holds work pieces together with 
a powerful grip and can be clipped on and 
off with one hand. Jaws are adjustable from 
0” to 1” wide. 

Made from extra heavy spring wire, home 
workshoppers and professional craftsmen 
will find a hundred uses for the Klip-Klamp. 
Overall length is 45%”, jaw depth is 2”. 
Replaceable rubber jaws prevent marring or 


gouging work surfaces. Metal parts are 
cadmium-plated to resist rust. Used to speed 
sawing, nailing, gluing, finishing, drilling 
and painting of woods, metals, plastics, 
other workable materials. 

Klip-Klamp is the newest in an old line 
of well-known klamps made by a company 
with 20 years’ experience. Advertising on 
the new Klip-Klamp is appearing in Sunset 
and West Coast trade journals and will con- 
tinue throughout 1958 to help you present 
Klip-Klamps to your customers. 


DEALERS: Write for complete information and prices. 


A Product of 
WEDGELOCK CORPORATION 


WHOLESALERS: Some territories now open. Liberal discounts. Write or phone for particulars. 
5446 Satsuma Avenue 
North Hollywood, California 


WEDGELOCK ==: 
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COMMEN T — 


Help! Help! 


It was encouraging to hear several wholesalers at the recent 
annual convention of wholesalers at Atlantic City speak about 
helping today’s retailers. 


They were aware that one man can’t be all things at one time 
... general manager, sales manager, credit manager, advertising 
manager, personnel manager, display manager .. . just to mention 
a few. The average retailer has to function in all of these capac- 
ities but he couldn’t possibly be a specialist in more than one or 
two categories. 


Usually he can’t afford to hire specialists to perform these 
duties. But they are made available to him, usually by hardware 
wholesalers. When they take advantage of such services they find 
themselves in a much better position to meet today’s competition. 


In the West hundreds of dealers are now using promotion 
plans, modernization service and other merchandising aids offered 
to them by their wholesalers. Many of these services are made 
possible by the cooperation of manufacturers. With the rapidly 
changing competition the dealer needs to have the wholesaler and 
manufacturer fully aware of his immediate problems, and also 
able to offer the kind of help needed to offset changing competition. 


Most dealers are aware of the many changes that are taking 
place today in merchandising hard goods. Many of them realize 
that they will have to change their own methods and some will 
be capable of making their own plans and carrying them out. 
However, the majority will need help and they can probably go 
on being successful tomorrow if they accept the help offered to 


them by their suppliers today. 





Dealers! WIN a FREE 


99's 


q 


Every Eclipse Mower Dealer 
“has an Equal Chance to WIN 


Additional Prize Trips to New Orleans and Colorado 
First prize in this wonderfully easy Eclipse contest — 

is a carefree, cost-free vacation in Mexico, The 

winning dealer (and his wife!) will revel in the exotic 

charms of Mexico for 7 full days. Second and third 

prizes are similar FREE vacation trips to colorful 

~ Colorado and historic old New Orleans. And remein- 

Y* ber: store size or sales volume do not affect your 

chances; any Eclipse dealer—in any size town— 

can win a vacation or some other worthwhile prize. 


There’s nothing difficult or costly about having an Eclipse Try-Out Party in 
your town. We provide a complete how-to-do-it manual. You can do it alone, 
or (in larger communities) combine your efforts with other Eclipse dealers. 


The object of the Try-Out Party is simply to get your customers to operate 
Eclipse mowers in person... see for themselves how easy and restful Eclipse 
mowers are to use. 


Nothing sells quite so dramatically as a self-demonstration. You’re bound to 
get real, “live” prospects—actually sell more mowers—make more money. 
And regardless of the size or scope of your ““Try-Out Party’”—when you report 
on the results, you have an equal chance to win a free vacation! 


Plan now to win... mail the coupon or see your Eclipse salesman for details. 


YHE ECLIPSE LAWN MOWER CO. 


Div. of Buffalo-Eclipse Corporation 
11723-A Railroad St. + Prophetstown, Illinois 
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Duplicate prizes to 
Sales Clerks, too! 


This contest recognizes the impor- 
tance of retail selling—by giving 
an equal prize to the manager of the 
mower department in the winning 
stores. Here, too, the wives are 
included on the free vacations! 


Mail Coupon Today 


NOVEMBER 1957 


Picture-a-minute 


Polaroid 
Cameras 


In another contest there 
will be Polaroid camera 
prizes to winning mower 
sales clerks in ALL 
Eclipse sales districts— 
with duplicate prizes to 
their employers! This is 
the nationally famous 
camera that gives 
‘printed pictures in 60 
seconds from the snap 
of the shutter! 


SIMPLE 


£ Have your mower sales clerk(s) fill in a simple 
“quiz sheet” and return to Eclipse. 


ee Hold an Eclipse Try-Out Party before July 1, 1958 
that has been advertised to the public. 


3 Send a written report on it to Eclipse with photos 
and proof of promotion (tear sheets, station 
affidavits, etc.). 


4 Keep it strictly an Eclipse demonstration—no 
other products of any kind. 








THE ECLIPSE LAWN MOWER CO. 
Prophetstown, Illinois 


Yes—I want a chance at that wonderful vacation in Mexico—and the PROFIT 
from more Eclipse sales! Send me full details by return mail. 


11723-A 


We have clerks who sell Eclipse mowers. 
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/ FROM 
NO PLYMOUTH! THE 


ALL NEW! ROPE MARKED 
EVERY TEN FEET... with a distinc- 


tive, Plymouth -developed 
mark that does not disfigure 
the rope. Simply dispense it 
and cut it. No yardstick, no 
measuring devices, no running 
it out on the floor. 








¥ 


ARSE ALL NEW! ROPE FEEDS FROM TOP OR SIDE, as you wish. Smart, 


new cartons. The last word in modern package design—for modern 
selling. A Plymouth first. 


Sn: 1928-24 TOP OFF YOUR PROFITS 
eet SS with these proven-popular Plymouth Packages 
Display these on the top shelf of Pl th 
PLYMOUTH Rope Department. And fay i a eal ccuoee't 
a complete line of fast-m g ite for eve 
CORDAGE COMPANY type of customer. had kind the line. shin aia 


that’s k > 
Plymouth, Massachusetts at’s known from coast to coast — Plymouth, the 


leader in rope since 1824. Write Plymouth today! 


oe NYLON YACHT ROPE 
New Orleans, Louisiana 
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All NEW rove DEPARTMENT 


takes up less than 2 square feet of floor space 


SELLS MORE ROPE FASTER! 
BUILDS YOUR VOLUME AND PROFITS ! 


with a smaller inventory investment 


ALL NEW! 500, 1000, 1500 and 2000 FOOT LENGTHS! au hara- 


ware rope sizes now packaged in multiples of 500 feet. A Plymouth in- 
novation. 


NEW, EASY PRICING BY THE FOOT! Plymouth’s new rope packages in mul- 


tiples of 500 feet simplify your buying. A great time saver for quick decimal 
pricing under our price-per-carton method. 


ALL NEW! AND FREE! From Plymouth—the pioneer in rope merchandising. The 
Plymouth Rope Department is yours free with the purchase of 3 Plymouth 
carton package units of standard hardware sizes, from 4" to 34" diameter, 
and one carton of 50 or 100 foot Handypaks. Takes up less than 2 square 
feet of floor space. But it does a mammoth job of selling rope—for you. 


sealed La 
i af Tiller Cable 
f 1 nes < am Kanth Gray 
Se eae =a 
WATER SKI ROPE THE HANDYPAK NYLON STARTER ROPE MANILA ANCHOR LINE THE SALESRAK NEW TILLER CABLE 
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Every one of these CF&I Hardware Products is a steady 
FNKEaEEE seller ...a product that your customers expect you to 
Sivcntn senaoct eee ti stock. So don’t disappoint them and cost yourself profits. 





























Rapa it tia essere main 
mei pp bf | Be sure you always carry a good stock of these top- 
MIU eae rare Wal quality CF«I Hardware Products. 
Mess ou rr ow ruse 1818 
Mitten 
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Gold Strand® 
Insect Wire Screening 
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CFal Hardware Cloth 


Quick Hitch® 
Gate Springs 








Perfection® 
Door Springs 


CFal Merchant Wire 
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Lok-Line 
Poultry Netting 


yun 
@ 


CFal Ornamental 
Fencing 


CFa! Job-Engineered Clinton General Purpose 
Nails Welded Wire Fabric 


CFal V-Mesh <u; A Lok-Twist® 
Lawn Fencing ; ee Stucco Netting 


CFal Gereral 
Purpose Strand 


THE COLORADO FUEL AND IRON CORPORATION 


DENVER * OAKLAND 


Albuquerque + Amarillo - Billings - Boise - Butte - Denver - El Paso - Ft. Worth - Houston - Kansas City « Lincoln (Neb.) - Los Angeles 
Oakland - Oklahoma City - Phoenix - Portland - Pueblo - Salt Lake City - San Francisco - San Leandro « Seattle - Spokane - Wichita 
CANADIAN REPRESENTATIVES AT: Calgary - Edmonton - Vancouver - Winnipeg 
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Promote and sell laboratory-tested, time- 
proven window materials—R-V-Lite and 
Cel-O-Glass! Rolled stock or kits, R-V-Lite 


is the fall favorite for profit! 


No. 24SL. R-V-Lite Storm-Lite Kit. Plastic No. 100T. R-V-Lite Storm Window. Spar- 
sheet, 36” x 72”, complete with fiber mold- kling clear vinyl plastic sheet, 36” x 78”, 
ing strips and nails. (See R-V-Lite catalog with fiber molding strips, nails, instructions. 
for other Storm-Lite Kits.) For outdoor installation. Indoor kit avail- 
able. 








NEXT MONTH 


is your last opportu- ; ee 
nity to get into the g : No. 96K. “Kover It’ Poly 
SURVEY YOUR WAY wer Kit. R-V-Lite’s newest 
TO MEXICO Contest. kit, packaged for display 
isin convenience, quick turn- 
neem ee ‘ over. 9’ x 6’ tough poly- No. 12 KD. R-V-Lite Storm Door Cover. 
stctncnplioonapianties zz oni ) ethylene for any house- Converts ordinary screen doors into storm 
SSCREER Se eed ees hold purpose. In colorful doors. Sells for less than $1. 
Sasi poly envelope. (Also see 
Catalog No. 912K.) 








See catalog for other R-V-Lite and Cel-O-Glass 
materials and kits. 








Since 1905 


ArveY ~CORPORATION 
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0. AMES COMPANY 


Parkersburg, West Virginia 
Division of McDonough Company 


AMES 


MONONGAH 


leads the world 
in Featherlite 
shovel sales! 


There are good reasons why the famous 
Ames Monongah Featherlite shovels 
have consistently outsold other shovels 
year after year. The reasons revolve 
around the careful construction with 
selected high quality materials. Blade, 
front strap and back strap are forged 
from the very finest high carbon steel. 
Blade and bottom section of socket are 
carefully tempered ... straps are all pre- 
formed for insuring uniformity in life 
and balance. Handles are selected grade 
ash, smoothly and attractively finished 
in clear or Burntcote, as specified. It’s 
everything that a shovel should be... 
backed by 182 years of experience in 
fabricating steel tools. 


@Weight of long-handled Featherlite round- 
point is only 3% pounds 


@®Ames Featherlite is the only shovel of this 
weight that meets railroad track shovel weight 
test of 200 pounds 


©. AMES COMPANY 
Tool Division, Parkersburg, West Virginia 


Please send me the name of distributor in my 
Grea. 


Name____ 





Company 





Address 





City 
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—By N. R. REGEIMBAL 





Chilton News Bureau, Washington, D. C. 


Western Home Building Activity Should Start 
This Fall, Peak Next Spring, Experts Predict 


Western home building activity should begin to show a gentle 
rise over the next few months, leading toward a hefty comeback 
early next spring, government housing experts predict. 


As a result of the govern- 
ment’s new housing law—lower 
down payments; higher interest 
rates on FHA-insured mort- 
gages, and monetary activities 
designed to pump more money 
into the mortgage stream, par- 
ticularly in the credit-short 
West—the first signs of a hous- 
ing pickup are already evident. 

Home construction comeback 
began in August, when work 
was started on some 92,600 new 
private dwellings, 2,400 more 
than in July. This represented 
an August rate of 1,010,000— 
the first time this year the an- 
nual rate has jumped up to the 
million mark. 

More significant is an unusual 
jump in August of applications 
by builders for FHA insurance. 
The number of applications hit 
57,500, reflecting plans for 
increased building in future 
months. This was the highest 
figure since the fall of 1955. 

Los Angeles again led the na- 
tion’s major cities in homebuild- 
ing in 1956 with a total of 89,300 
new units, but still suffered a 14 
percent drop below 1955. San 
Diego in 1956 was one of only 
four areas which registered a 
gain in home construction over 
1955, according to U. S. Com- 
merce Department figures, with 


14 


13,300 new homes started, up 17 
percent. 

Most other Western cities in 
1956 showed declines. Housing 
activity in the San Francisco- 
Oakland area dropped 31 per- 
cent, from 32,100 in 1955 to 
22,000 in 1956; Houston dropped 
23 percent to 13,100; Denver 
dropped 30 percent to 9,200; 
Phoenix dropped 16 percent to 
8,500 ; Seattle dropped 28 percent 
to 7,100. Sacramento dropped 
31 percent to 5,900; Portland 
dropped 18 percent to 4,200, and 
the San Bernardino - Riverside- 
Ontario section of California 
dipped 9 percent to 17,200. 


NEW FREIGHT HIKES are 
brewing for the West .. . Offi- 
cials of Western and Eastern 
railroads, a short two months 
after receiving their latest 
freight rate increase, are con- 
sidering asking the Interstate 
Commerce Commission for per- 
mission to raise rates again, by 
about 3 percent, on some com- 
modities . .. Late last year, the 
railroads received rate increases 
of 5 percent in the West and 7 
percent in the East, and in July, 
received an additional 7 percent 
each ... An ICC examiner has 
recommended against a railroad 


and truck attempt to hike rates 
by limiting their liability to $3 
per pound, with an extra charge 
of 10 cents for each $100 in ad- 
ditional declared value. 


FARM INCOME is on the up- 
turn... The U. S. Agriculture 
Department reports that net 
farm income —what’s left to 
spend at your store—should be 
running at a rate about $500 
million higher than in the first 
half of this year . . . Prices of 
farm goods have been running 
3 percent above last year, and 
government soil bank payments 
are also running higher... The 
Department says that livestock 
sales account for most of the in- 
crease, but sales of poultry and 
eggs and some crops, particu- 
larly cotton, wheat and potatoes, 
are off ... Western irrigation 
for late crops is the “most fa- 
vorable” in recent years, the 
government says. 


MORE WESTERN TV may 
be in the works . .. The Federal 
Communications Commission, at 
the request of Colorado Gov- 
ernor Steve McNichols and sev- 
eral other Western governors, is 
studying the feasibility of li- 
censing special low-powered sta- 
tions for “repeating” or retrans- 
mitting television programs into 
remote and sparsely settled 
areas. If approved, it would 
mean more TV set sales in many 
Western areas. 
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THE BIGGEST SELLING CAMPAIGN 
IN LAWN SPRINKLER HISTORY! 


National Advertising 

There’s never been a sprinkler 
campaign so big, so different, so 
great. And it’s all designed to pre- 
sell the Green Spot line for you! 
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In-Store Aids 

Almost 70% of hardware sales 
are made on impulse. Green Spot 
units like this Counter Rack will 
help you get your share! 


REM 


SCOVILL 


Window & Counter Cards 

This colorful window card by 
Green Spot will stop passers-by, 
while the eye-catching counter 
card will do a selling job inside! 
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GET FULL DETAILS FROM 
YOUR WHOLESALER OR 
SCOVILL SALESMAN. 


Sales increases of up to 300% 
were reported by dealers last 
year. You can do the same—or 
better in ’58! Stock up... pro- 
mote ... sell. Cash in now on 


the big swing to GREEN SPOT. 


by SCOVILL 


MANUFACTURING COMPANY, WATERBURY, CONN. 
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WESTERN HARDWARE 


FIFTY-YEAR CLUB MEMBERS 


Lucian A. 
Childs 


FRESNO, Calif.—Lucian A. Childs, 
a veteran of 50 years in the hardware 
business, was recently awarded hon- 
orary membership in the American 
Society of Architectural Hardware 
Consultants. During his years in the 
industry, Mr. Childs saw service with 
Ducommun Hdw. Co. and Belcher & 
Loomis Hdw. Co., prior to opening 
his own firm with two partners under 
the name of Bennett-Montgomery 
Hardware Co. In 1932 he resigned 
from this firm and joined Hammond 
Lumber Co. (Yale & Towne) and 
later left them to once again go into 
business with two partners under the 
name of West & Company in Los An- 
geles, selling his half interest in 1952 
and entering semi-retirement. 

In January of 1953 he bought out 
McParland & Co. of Fresno, Calif., 
and took his son Gary and Mr. Don 
Cooper of Los Angeles into partner- 
ship. This business is known as 
Childs & Co. January 1, 1957 he sold 
out to his son and Mr. Cooper and 
finally retired. 

HARDWARE WORLD is pleased 
to extend membership in the 50- 
Year-Club to Lucian A. Childs, 
A.H.C. 


Bonanza Man Honored 


BONANZA, Oregon—K. I. Bold, 
owner and operator of the F. W. Bold 
Hardware Store here, has been hon- 
ored by membership in HARDWARE 
Worwp’s 50-Year-Club for his service 
to the industry. The store was estab- 
lished in 1907 by the late F. W. Bold. 
In addition to hardware, the store 50 
years ago handled blacksmith sup- 
plies. In 1914 groceries and dry- 
goods were added to the hardware 
line. Today the business is operated 
by Mr. Bold and his son Ivan. The 
store recently was also awarded the 
Estwing Gold Hammer. 
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RECOGNITION is given in the following columns to indi- 
viduals and firms who have served the Western hardware 


market for 50 years or more. Others who may qualify should 
send full details to the editor HARDWARE WORLD. 








B and H 
Salesman 
Retires 


Jim 
Brennan 


SAN FRANCISCO—Jim Brennan, 
who celebrated his 71st birthday, Oct. 
2, joined HARDWARE WOoRLD’s 50- 
Year-Club upon retirement from 
Baker and Hamilton hardware whole- 
salers here. 

Mr. Brennan served with the com- 
pany 32 years, 24 of which were 
spent in the sales department. He 
started as a stock boy in 1905 with 
Pacific Hardware and Steel Co. which 
consolidated with B & H in 1918. He 
later was a salesman in Northern 
California and Oregon until 1913 
when he moved to represent Win- 
chester Repeating Arms Co. in North- 
ern California and Nevada. 

From 1921 until 1932 he served 
Sloss and Brittain and then rejoined 
Baker and Hamilton where he re- 
mained until retiring Sept. 30 this 
year. 

Mr. Brennan, who was born in Aus- 
tin, Nevada in 1886, came to Grass 
Valley, Calif., in 1892 and in 1902 
moved to San Francisco. 


Moves After 50 Years 


HERMISTON, Oregon — The Ore- 
gon Hardware and Implement Com- 
pany, in business here since 1907, 
completed its move from their pres- 
ent site in the Kern Building which 
they occupied for 48 years to a new 
location on Main Street. 

Hugh Frazier, present owner, is 
the son of H. T. Frazier, founder of 
the company. The new site measures 
25 by 122 feet and is completely re- 
modeled. 


DC &H 
Sales 
Manager 
Retires 


Ben F. 
Halliday 


Ben F. Halliday, 69, San Francisco, 
retired as sales manager of Dunham, 
Carrigan & Hayden Co., hardware 
wholesalers, because of illness Nov. 1. 
Mr. Halliday, who was born in Point 
Arena, Calif., May 19, 1888, joined 
the company in 1910 as a stock clerk 
and moved up through the packing 
and billing departments. In 1917 he 
was promoted to road salesman and 
in 1923 moved into the sales depart- 
ment headquarters. Shortly after he 
was named sales manager, the posi- 
tion which he held until retiring. 

Mr. Halliday, who makes his home 
in San Francisco, is currently living 
in his summer home in Menlo Park, 
Calif. He has been active in the 
Chamber of Commerce, Elks and last 
year was guest of honor at a special 
San Francisco Pot and Kettle Club 
affair. 

HARDWARE WORLD is pleased to ex- 
tend membership in the 50-Year-Club 
to Ben F. Halliday. 


A "Cool" 50-Years 


DRAIN, Oregon—A big two-day 
sale recently marked the 50th anni- 
versary of the Cool Hardware store 
in this city. Owner H. A. Cool, Sr. 
has been assisted in the store for the 
last 10 years by his sons: Harry, Jr. 
and Robert. Old-time pictures, dat- 
ing back to 1897 were featured in a 
Golden Anniversary display at the 
store. 
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make a bee-line for «:* 


The name 
that brings them in...the line that sells them 


Melnor wraps the garden market in a profit package and hands it 

to you! With brand new items...great new improvements...new lower 
prices on famous Swingin’ Spray oscillating sprinklers...advanced 
packaging like nothing you’ve ever seen...the biggest, most exciting 


advertising campaign in garden history... 


and the promotions that give you extra profit! 


(Turn page for full details!) 








Melnor’s “Early Bird” Package Promotion.. 


47% DEALER PROFIT! 


New! Even more powerful! than last year’s 
sellout! Special No. 6000 is pre-packed and 
ready to ship, containing an assortment of 
all 4 models of America’s No. 1 oscillating 
sprinkler and a special free bonus of two 
of Melnor’s fastest-moving, attractively 
carded hose accessories: AQUA-GUN 
hose nozzles...the sensational squeeze 
nozzle and STOP’n FLO hose shut offs 

.. top selling instant shut-off that elimi- 
nates long walks to the faucet. 


“EARLY BIRD’ PACKAGE SPECIAL 
No. 6000 contains: 


(2) No. 
(3) No. 
(2) No. 
(1) No. 


RETAIL 
VALUE 


525 Swingin’ Sprays @ 6.50 each 13.00 
550 Swingin’ Sprays @ 7.95 each 23.85 
700 Swingin’ Sprays @ 9.95 each 19.90 
1000 Swingin’ Spray @ 12.95 each 12.95 


FREE BONUS 
(4) Aqua-Gun Hose Nozzles @ 1.50 each 6.00 
(2) Stop 'n Flo Hose Shut Offs @ 1.30each 2.60 


TOTAL RETAIL VALUE 78.30 
DEALER COST 4) 82 


DEALER PROFIT 36.48 
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Melnor’s skin-packed Garden Aids in FREE revolving rack! 


NEW SEE’n SELL ACCESSORIES! 


Melnor again takes the lead in giving 
you the latest selling tools! Here’s a 
complete basic garden accessory de- 
partment in one space saving, self serv- 
ice rack. The sell is in the packages 
themselves ...each accessory clearly 


visible, easily accessible. And Melnor 
gives you the handsomest, selling-est 
display rack you’ve ever seen absolutely 
free! Of course, all skin packed items 
also available without rack. 


No. 158S MELNOR’S SEE 'N SELL RACK ASSORTMENT 
contains: 92 Individual pieces, including 20 different items from Aqua-Gun nozzles to 


couplings. All individually skin packed and carded. . 


-TOTAL RETAIL VALUE 60.20 
DEALER COST 38.12 


DEALER PROFIT 22.08 





MELNOR INDUSTRIES, Inc. 


Now! Our top-selling hose accessory has a partner! 
Both with modern design and exclusive “Green Trigger” 


2 MELNOR AQUA-GUN HOSE NOZZLES! 


No. 425 STANDARD AQUA-GUN 

The handiest garden hose nozzle ever 
made! Slightest hand pressure gives 
hundreds of spray positions... from 
fine mist through full stream. Can be 
locked and reset with a flick of the 
Green Trigger. Shuts off instantly... 
with just a squeeze of the Aqua-Gun 
handle. 


No. 450 DELUXE AQUA-GUN 

Heres’ an Aqua-Gun that does every- 
thing the standard model does plus 
make dozens of watering devices easier 
to use. With a quick turn, watering de- 
vices can be attached and used with all 
the advantages of the squeeze control. 
Has “Green Trigger” for automatic lock- 
ing and resetting. Knurled brass guard 
ring for protection of threaded adapter. 


See your wholesaler for further details. 


300 DEWITT AVENUE, BROOKLYN 36, NEW YORK 





Only a real star can pass this kind of “screen” test 


and that star is USS CYCLONE 
FIBERGLAS SCREENING! 








Fiberglas is coated 
with sinewy vinyl. 
It is bonded at 
each intersection 
of the weave. 


MAGNIFIED 4 times larger than actual size. 


T These two famous names USS CYCLONE SCREENING 
HE REASON WHY more and more homemakers are insisting — Wiity Fibesylas yi awe iy 
upon FIBERGLAS for their window screens and screen doors is that Screening. and Galvanized. 
they’ve found a real “star’’ in this material. It has undergone the Sar ae 
most rigorous tests that can be imposed on a product —and USS [fe S; 


CYCLONE FIBErGLAS SCREENING has passed them with flying Oe 
cer CYCLONE 
What is FIBERGLAS Screening? It is not a plastic. It is made 


from pure glass fibers—coated with vinyl—woven and bonded. SCREENING 
Hundreds of glass fibers are combined in each strand. 
MADE WITH 

® It is bonded, or fused, at each intersection @ It reduces glare, won't stretch or shrink, 

of the weave. won't stain, never needs painting, re- 

It has superior burst strength, as proved by sists seashore climates, heat, moisture 

tests conducted according to procedures and industrial fumes. 

outlined in Federal Specifications L-S-137. 


But these are only a few of its many advantages which offer 
you exceptional opportunities for more sales and profits. For the 
complete story on USS CycLoNE FIBERGLAS SCREENING, just 
fill in and return the convenient coupon. Write for our free descriptive literature today 
CYCLONE FENCE DEPARTMENT e AMERICAN STEEL & WIRE DIVISION, r anaemia eT IRR oie ce a "| 
UNITED STATES STEEL CORPORATION 


Waukegan, Illinois * Sales Offices Coast-to-Coast * Pacific Coast Headquarters, Oakland, California 
United States Steel Export Company, New York 


USS Cyclone 
FIBERGLAS® Screening 


Cyclone Fence, Dept. CC-117, Waukegan, Ill. | 
Please send me complete information 
on USS Cyclone FIBERGLAS SCREENING. i 
Alsoon (|) Aluminum Screening q 
Ci Bronze Screening 
0 Galvanized Screening i 
i 


Se SSNS GHEE) SERRE) GERGES CHOESS GENES GREER GHUMED GUND GENES GEE SEN 
For Details Circle 13 on INQUIRY CARD 
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Merchandise Now In The News 








136—PUSH-BUTTON electric can 
opener opens any size or shape can. 
Completely automatic, is designed for 
mounting on wall or cabinet. Can is 
automatically held while being opened 
and is automatically disengaged upon 
release of push-button. Magnet lifts 
out top.—Klassen Enterprises, Inc. 


137—“SELF - SERVICE” sales of 
chain in stores is possible with pre- 
cut, packaged “Blue Temper” chain. 
Eliminates need for measuring, cut- 
ting and wrapping for sales in popu- 
lar sizes and lengths. Each label clear- 
ly notes chain size, length and work- 
ing load limit . . . makes for easy 
customer “pick-up.”—Campbell Chain 
Company. 
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138—MAKE CHORES EASIER with 
the “Speedy-Clean” dishwasher brush 
for cleaning dishes, glassware, silver- 
ware and kitchen utensils. Made of 
saran bristles with easy-grip plastic 
handle, available in yellow and pink. 
Bristles curved around tip adding 
utility for cleaning purposes. — Ox 
Fibre Brush Company. 


139—JUNIOR WHIRLWIND floor 
maintenance polishing and scrubbing 
machine built especially for medium- 
sized establishments and for rental 
use. Attachments enable user to steel 
wool, buff sand, do wire brushing and 
scrub all types of floors. Unit grease- 
sealed for life.—Holt Manufacturing 
Company. 








140—LONG-LIFE is promised for 
Perma-Grit T-C wheel which is a 
circular saw blade that will cut wood, 
plastics and composition materials as 
well as dado, shape, plough, contour, 
disc sand and file. Perma-Grit abra- 
sives are fabricated on steel surface. 
—Skil Corporation. 


141—JIFFY SHELF MAKER enables 
home-maker to build an extra closet 
shelf without nails, screws or tools of 
any kind. Can be installed in five 
minutes. Capable of supporting more 
than 1000 pounds. Strength is 
achieved through engineered design 
which double-ribs each support.—C. 
Hagar & Sons Hinge Mfg. Co. 
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For additional information on 
any item shown on these 








pages, please circle number 
on the Reader Service Card, 








facing Page 34 in this issue. 


More New Products Items on Page 28 


142—CLEAN, POLISH, wax and 
protect aluminum with Lumi-Care, a 
special formula that removes dirt, ox- 
ide, film, oil and grease without hard 
rubbing. Buffs sensitive surfaces with- 
out scratching and leaves hard finish. 
Fortified against road salt, sea air, 
rain, snow, sleet and all weather con- 
ditions.—Northbrook Products. 
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143—NEW LINE of pliers, displayed, 
packaged and priced to build sales 
for the American hardware dealer 
was shown for the first time at the 
National Hardware Show in October 
under the brand name of Horsehill. 
It is being introduced as a popular 
priced merchandising line slanted at 
the home owners tool business. — 
Kraeuter and Company. 
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144—REAL CLEVER new reel is 
making its bow with the new Supplex 
Sprinkler. Time winding, unwinding 
and storage are simple. Reel makes 
it easy to sell triple tube all-vinyl 
Supplex Sprinkler which provides all- 
over coverage of fine droplets that 
penetrate without flooding or leaving 
dry spots.—Supplex Company. 


145—RICH - LOOKING _ distinctive 
decoration for entrance doors is the 
personalized escutcheons with pat- 
terned bright aluminum panels. Ex- 
clusive adhesive - backed black - on - 
chrome monograms are available for 
the rectangular escutcheon. Panels 
can be combined with escutcheons of 
contrasting finishes.—Sargent & Com- 
pany. 


146—SIMPLIFY AND SPEED up as- 
sembly of saw horses with the 18- 
gage steel “Sturdi” clamps. Also use 
for scaffolding, benches, tables and 
other items. Designed for carpenters, 
painters and plasterers and the con- 
struction industries—Chesney, Inc. 


147—IT’S A CINCH to make railing 
assembly with the new Speed-Rail 
slip-on fittings. The pipe slips into 
the fitting and is permanently tighten- 
ed by means of a hex key and self- 
locking set screws.—Hollaender Man- 
ufacturing Co., Inc. 


148S—ELIMINATE CHATTER, run- 
ning and binding with the File-N- 
Joint portable chain saw which has 
both sides of chain filed exactly the 
same. Made of special alloy steels and 
weighs only 14 pounds. — Nygran 
Industries. 
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New Air Dome Design 
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ly New Jet Flow Discharge 


1958 JOHNSTON MOWER LINE 


1958 mower buyers will want quality. Exclusive Side Trim Feature 
Johnston has built fine mowers for “> 








over 25 years. Johnston is stable financi- 
ally, aware of its manufacturer obliga- 
tions. Johnston mowers are soundly en- 
gineered and completely field tested. 
Good reasons why Johnston is a reliable, 
quality supplier. 


1958 mower buyers will demand con- 
venient service. Rare in the industry, 


the nationwide organization of Johnston- 
Jacobsen mower service stations . . .the 
Big “J” ... assures you and your cus- 
tomers efficient, trained service the coun- 
try over. Yes, Johnston services its 


mowers. 


1958 mower buyers will want a brand 
name mower. Johnston’s strong, con- 
sistent, national advertising in leading 
consumer publications makes Johnston ° 
a leading brand name. In addition, John- New Johnston Six Blade Reels 
ston’s aggressive local promotion will help Ss 





you sell mowers in your market. 


JOHNSTON LAWN MOWER CORPORATION 


Brookhaven, Mississippi 
A subsidiary of the Jacobsen Manufacturing Company 


w~NS?, 
© 
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Easy Micrometer Adjustment > 


Positive Dual Clutch Control 





> 
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New, exclusive design 
pulls the grass erect 
for a really smooth 
cut. Air Dome lifting 
action causes the grass 
to be cut cleanly, 
eliminates rough edges 
and brown grass tips. 


Eliminates grass 
clumps and windrows 
by smoothly discharg- 
ing grass clippings 
over a wide lawn 
area. Completely en- 
closed cutting blade 
efficiently channels 
air flow beneath 
mower deck, 


Trim slot pulls grass 
in to give closest pos- 
sible trim... to with- 
in a fraction of an 
inch. Johnston rotaries 
are all designed for 
close front trimming, 
too! 


APPEAL! 


NOVEMBER 1957 


Ideal for even special 
grasses. This 20% ad- 
ditional cutting capac- 
ity really gives a ‘'put- 
ting green"’ finish to 
fine lawns .. . without 
old fashioned waves 
or washboard finish. 


Just one simple mi- 
crometer thread screw 
on each side of mow- 
er easily and exactly 
adjusts bed knife to 
reel. No tricky or spe- 
cial locking device... 
your Johnston adijust- 
ment automatically 
holds. 


Lawn Patrol models: 
Safe, easy, positive 
in action. Raise the 
handle to engage 
clutch, lower handle 
to release. Conveni- 
ent finger-tip handle 
control for manual 
clutch operation on 
Velva Trim units. 


pohnsten 


1958 Rotary Power Mower Line 
includes deluxe and standard 
models, hand and self-propelled 
units. Each mower model 

has sales features that sell. 

It’s a full profit line! 





1958 Reel Type Power Mowers are built to smoothly cut the 


finest lawns for years. There’s a right Johnston reel mower 


for deluxe or budget buyers, in standard and trimmer models. 
nl 





Write today for your 
full-color copy of 
exciting, new 1958 
mower sales brochure. 


For Details Circle 14 on INQUIRY CARD 
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@ IDENTIFIES EACH TOOL 
CLEARLY 


@ SHOWS STOCK NUMBERS 


@ GENEROUS AREA FOR 
PRICING 
@ SAVES TIME WHEN 
RE-STOCKING 








COMPLETE 
GARDEN TOOL 
DEPARTMENT 


Self-Serve Ames Merchandiser with 60 matched 


“Chrome Line” tools Catalog #AS60. oO. YW | es co. 


Profit on your first turn $61.44. Parkersburg, W. Va 
See your Ames distributor for details. al 


Ames also manufactures the famous line of Ames Maid metal household furniture and the new line of Ames-Aire casual furniture. 
For Details Circle 15 on INQUIRY CARD 
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GREAT 2” DRILL 
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new : ' 
beautiful 


FOR A 
i great cuY! 
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38 PC. 4" “CHORE-BOY KIT’ 
For Details Circle 16 on INQUIRY CARD 





SUBURBAN LOGGER 





SANDER & JIG SAW PLUS YEAR’S SUPPLY OF BLADES 614" SAW, SAW-TOTER CASE, 14” DRILL 


MAIL THIS COUPON TODAY! 
Mail to: George Weatherby, Vice President, Sales 
Portable Electric Tools, Inc. 
320 W. 83rd Street, Chicago, Illinois 
Please send me complete information — including prices 
— on the Shopmate ‘57 Christmas Promotion. HW 11.57 
NAME 





TITLE 





FIRM 





ADDRESS 
CITY 
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How COLOR-marked American Chain 
brightens your profit picture! 


American Chain is color-marked for instant 
brand identification! 

American Chain is color-marked for easy 
measurement! 

American Chain is color-marked for pro- 
tection against error! 
That is the big new idea in chain selling that saves 
you time, insures accuracy in selling, pleases your 
customers and increases sales of American Chain. 

For now American Chain is marked, at intervals of 

approximately five feet, with a distinctive, self-identi- 
fying color band of stick-tight tape. These bands of 
tape each bear the brand name ACCO, also the grade 
of the chain (Proof Coil, BBB, High Test, Alloy). 


Tapes are in standard industry colors as follows: 


GREEN .....for ACCO Proof Coil 
RED ............. OF AGeae eee 
BLUE....... for ACCO High Test 
ORANGE....... for ACCO Alloy 


Containers are marked with the same colors 


Quick Identification * You and your customers can see 
instantly what grade the chain is, and that it is American 
Chain—the very best in chain quality and value. This 
eliminates the possibility of confusion and error. It 
makes both selling and buying easier, faster, more sat- 
isfactory all around. 
Easy Measurement ° It is a simple matter to measure 
off any desired length of chain, in seconds, thanks to 
these bright, durable color markers which appear ap- 
proximately every five feet of the chain. 
Full Protection * These color markers assure your cus- 
tomer that he is getting the right length and the right 
grade of genuine ACCO-made chain he wants. Even a 
color-blind person can identify the chain from the 
easily-read color markings. 
Order these color-marked, easily-identified American Chains 
from our authorized American Chain Distributor. He is pre- 
pared to give you the very finest, promptest chain service. 
Write us at York, Pa., for booklet, Finger Tip Facts about Chain” 
American Chain Division 


AMERICAN CHAIN & CABLE 


Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 





Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, 
*Houston, *Los Angeles, New York, Philadelphia, Pittsburgh, 
*indicates Warehouse Stocks *Portland, Ore., *San Francisco 


For Details Circle 21 on INQUIRY CARD 
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Basis for the 





exchange of 
profitable ideas.. 


The advisability of exchanging ideas with 
your wholesaler’s salesman cannot be 
overemphasized. This is because every day of 
his life he’s accumulating helpful ideas — 
important to your business and its steady 
growth — that are yours without even asking. 
Thoughts that, in many cases, will enable 
you to make decisions most favorable 

to your business. 








Another result of these get-togethers is that 

he becomes acquainted with your 

particular needs, and you with his many, 
varied services and resources. Your interests 
are his interests because his most 

important job is the job of serving you. 

It is for this reason that most wholesalers 
feature GRABLER Square “Gee” Pipe Fittings 
— package-protected in convenient, 
easy-to-handle cartons... kept clean and 

ready for immediate use. Order your supply today. 


Dependable Distribution from these Warehouses: : 
New York ¢ Philadelphia © New Orleans : y 
Atlanta © Pittsburgh © Cincinnati * Dallas : @ 
Chicago @¢ St. Lovis ©® Detroit © Denver : 

Minneapolis @ San Francisco © Los Angeles : 


Manufacturers of the SQUARE GEE’ Line of Pipe Fittings 





The GRABLER Manufacturing Co. ¢ 6565 Broadway ¢ Cleveland 5, Ohio 














NEW PRODUCTS —Continued From Page 21 





149—“DOLL UP” your car, outboard 
motor, boat hull and boat windshield 
with “Chromolite” reflective tape that 
simulates chrome by day, yet protects 
at night. Face of tape is silver “mir- 
ror” finish—Minnesota Mining and 
Manufacturing Co. 


a 


150—Liquid Rubber that chemically 
vulcanizes without tools, heat or flame 
designed for insulation, waterproofing 
and rustproofing. Made in black putty 
form, dries tough and elastic in 30 
minutes. Woodhill Chemical Manu- 
facturing Company. 


151—NO FUSS ...NO MUSS... 
with new device that cleans paint 
brushes and rollers and keeps them 
soft and ready to use. Airtight en- 
closure for keeping four brushes or 
two brushes and two rollers in sol- 
vent.—Donaldson Company, Inc. 
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152—POWER-ALL your shop tools 
with only one motor that gives you 
interchangeable power and instant 
coupling without adjustments. Can be 
used in any type mounting—side ver- 
tical or horizontal.—Graybill Indus- 
tries, Inc. 


153—“O” RINGS made of Hycar man- 
made rubber comes in two attractive 
merchandising boxes. No. POR-60 
pack (above) contains 150 “O” rings 
in 12 assorted sizes. Resistant to 
water swell, steam and abrasion.— 
Lavelle Rubber Co. 








154—FORGED BRASS cabinet hard- 
ware added to the Baldwin line in- 
cludes tulip knobs, modern draw pull- 
ers, waterfall pulls, door catches, etc. 
All plated finishes are based on solid 
brass.—Baldwin Hardware Mfg. Corp. 


155—“*WHY TWO when one will do?” 
says manufacturer. This machine is a 
double-action sander which provides 
both sanding motions. It can be 
switched to both orbital and straight- 
line sanding action with simple turn. 
Abrasive paper, easy to change. — 
John Oster Mfg. Co. 


156—PLAY SAFE with the Sight- 
master, new type fuse that is guar- 
anteed shockproof. Neon light on top 
flashes when there is blow-out. Each 
Sightmaster has six separate blow- 
outs. Comes in 15, 20 and 30 amps on 
110 and 220 volts—Ward Interna- 
tional, Inc. 


157—HANDY HEATER that can be 
moved where you need it most is the 
“Portalectric Radiator” that comes in 
both 8 and 10-section units. Heats cir- 
culating air by both radiation and 
convection processes. Has carrying 
handle-drying rack.—Elrad, Inc. 
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Use Inquiry Postcard for Further Information About NEW PRODUCTS 





158—AUTOMATIC FIRE ALARM 
sets off a howl when room tempera- 
ture rises above safe level. It features 
built-in thermostat powered by one 
standard flashlight battery. Device is 
hung from wall near ceiling.—Trade 
Distributors, Inc. 


159—POPULAR CHARACTERS of 
the animated screen will brighten 
your flashlight department when you 
use the four-color wire rack which 
contains 25 flashlights in four differ- 
ent styles. Mickey Mouse, Donald 
Duck and Popeye star.—Bantam-Lite, 


160—ALL IN ONE Micro Magic pot 
lid combines strainer, steamer, pot 
lid in one unit. Made from heavy gage 
aluminum, Magic Pot Lid will not 
warp, tarnish and is easy to clean. 
Can also be used as base for double 
boiler.—Micro Die, Inc. 
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161—STUCK AGAIN? Not if you 
own the new “Magic Touch” Handi- 
Stor ice cube tray and insulated ice 
chest. To fill ice chest just touch lever 
which releases avalanche of cubes 
which can be used at once or stored. 
—Inland Manufacturing Division. 


162—DUTCH ART canister set util- 
izing the finest expression of classic 
Dutch masterpieces and dramatically 
reproduced and printed in 12 colors. 
Illuminated in gold picture embossed 
frames, lids with gold knobs. Sug- 
gested retail price $8.95.—The Daher 
Company Inc. 


163—LATEST STYLE wastebasket in 
the Polly-Flex plastic housewares 
line is now offered in two groups— 
round and rectangular. Available in 
yellow, turquoise, pink, red and frost. 
Each style features reinforced rims.— 
Republic Molding Corporation. 


164—AT LAST a handy quick dis- 
penser for table napkins. Tucks neat- 
ly away under cabinet or under a 
shelf. Select 1-6 napkins at a time. 
Removes for refilling in seconds and 
snaps back into place. Holds 80 nap- 
kins.—Dor-File Manufacturing Com- 
pany. 


165—SPARKLE PLENTY .. . that’s 
the new “Sparklet” ice butler that 
keeps four full trays of ice cubes 
solid throughout the party. Fiberglass 
insulation and removable _ice-blue 
plastic liner. Stainless steel with cop- 
per lid—Knapp-Monarch Co. 


166-—BULB PLANTER (at left) fea- 
tures steel D top for better grip and 
control; has beveled core edge on one- 
piece all steel head. Lightweight 
shovel (right) is an ideal household 
tool for all-purpose, clean-up use. 


Saves fatigue—True Temper Corpo- 
ration. 
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BASTARD poe | echo on | 167—BRIGHTEN UP the tool room 

Pitt masta usin usin with colored plastic caps to exposed 

Vig ae: a . ends of “Peg-Board” fixtures. Avail- 

able in black, red, turquoise, yellow 

© J | and white for either 4%” or 4” fix- 

| tures. Comes in packages of 100.— 
| Masonite Corporation. 
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\for quick self-service 
quick profits 





Displayed on a FREE Stand-Up 
Hang-Up Metal Rack 


168—YOU SHALL HAVE LIGHT 

wherever you go with the sealed beam 

portable utility lantern. Has large 

searchlight type head with four-inch 
| reflector. Uses standard six volt lan- 

Popularly Priced | tern battery. Easy grip carrying han- 
| dle——Bright Star Industries. 
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Hot Forged 


No. 150 File Merchandiser 
Stends on counter. Hangs on wall or peg board. 
Swivels over shelf. Shipped in individual cartons, 
welght 7 Ibs. 
At last, files properly merchandised for self-sale 
. money-making profits! For $8.28 FULLER a to ; ‘ y 
puts the Hardware Dealer in the File business— ~~ : Wich 
properly—3 each of 8 types—a total of 24 files a Steal 
with a retail value of $13.80. There are no finer arbon 


files at any price. Dealer cost $8.28. 


Dealer profit— $5.52, a full 40% 


and the metal display rack is FREE. 


Every alert hardware 

jobber in America has 169—“PLANE - R ° FILE” does just 
these FULLER FILES in what its name implies. For use on 
stock. Tell your job- paolo) Radek r INC. wood, plastic and metals. Features in- 
ber salesman TODAY clude two-way handle, has two rows 
that you want to be 3522 Webster Avenue, New York 67 of non-clogging teeth, is flexible and 


FIRST with this World's lorgeet producers of ubroakebie. ambion hendhe took double-sided for double life.—Millers 
FULLER “FIRST”. Falls Company. 
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IT MAKES GOOD“ 


TS’ to stock a full line of 


UNIVERSAL 


IF YOU FAIL TO, 


Be %, 








8-cup Chrome on Copper 
Deluxe Model $2695 


HESE MODELS 


SALES 





10-cup Chrome on Copper 
$2995 


GETs ! 3 OF SALES 8-cup Chrome on Copper GETS VE OF SALES 





Get the BIG Share 
with 


America’s No. 1 Coffeemaker 


& 
7 1N PUBLIC ACCEPTANCE 
pis 

7 1N FEATURES AND DESIGN 
i 

7 IN ADVERTISING SUPPORT 


eg 
ae IN FULL LINE SELECTION 








It PAYS to stock the LEADER 
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Standard Model $1995 
GETS '/3 OF SALES 








DON’T LOSE SALES by not carrying the full line of Universal 
Coffeematics. First of all, you double your coffeemaker sales just by adding Coffee- 
matic to any other line. Second, by carrying the fu// line you can satisfy every 
customer. Surveys prove that if you fail to have any of the above models, you're 
losing approximately one-third of potential sales! Get the most out of your market 
with a full line of America’s Favorite Coffeemaker. 


yw \ 


5-cup chrome 8-cup chrome 
or copper 


‘UNIVERSAL ( 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
For Details Circle 19 on INQUIRY CARD 
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8-cup chrome 10-cup chrome 10-cup copper 











Here they are... 
the finest products in Springfield 
history ... three great lines designed 
to help you capture a larger share of 
the big lawn and garden market in 
your area. 
Riwinc LAwnmowers ... the fastest 
seller of all 
Wa tkInc Rotary Mowers. .5 spark- 
ling new models 
Rotary TILuers... with your choice 
of two types of tines 

Yes, you get all three lines with 
Springfield. And all three offer an 
outstanding combination of perform- 
ance, appearance, and convenience 
features. Look over the line! Com- 
pare it! Order it to tie in to Spring- 
field’s great Springfield Fever 
promotion scheduled for national 
magazines and local newspapers this 
coming spring. 


COLORFUL 

NATIONAL 

ADVERTISING 

to spread “Springfield Fever” all ‘round... 
LIFE... POST... BETTER HOMES AND 
GARDENS...Aimed at more than 80 mil- 
lion readers. Timed to hit prospects with a 
powerful “in season” sales impact. Plan 
your local tie in promotions now to make 
58 your biggest year ever! 


PROSPECT-PULLING 
NEWSPAPER ADVERTISING 


Factory-paid ads with free dealer listings 
in scores of the country’s biggest metropol- 
itan newspapers. 


PRODUCTS OF 
QUICK MFG. INC., SPRINGFIELD, OHIO 
The House of Power 
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WALKING LAWN MOWERS 
FEATURE E-Z REACH CONTROLS 


Now,..start the engine, control the throttle, stop 
the engine... all without going near the rotary unit. 
What a safety feature! On the Springfield, the start- 
stop switch, recoil starter handle, and throttle con- 
trol are all located on the handle bars. 

Notice the staggered wheels ...side grass exhaust 
...smooth, trim appearance... knuckle-guard 
handle bars. Three great lines, too, ranging from a 
19” promotional model up to deluxe 22” units with 
optional electric starting. And competitively priced 
to sell shoppers before they leave your store. 
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€SPRINGFIELD FEVER 


RIDING LAWN MOWERS FEATURE 
PUSHBUTTON CUTTING HEIGHT ADJUSTMENT 


For 1958 the fastest selling riding lawn mower this year 
is an even greater value...has even greater sales appeal. 

Now ...raise and lower the cutting height in seconds 
with only a touch of a button, a tap of toe...even with 
blade rotating. 

Now...all controls are E-Z Reach Controls. Start-stop 
switch, throttle, speed shift, blade clutch, Pushbutton Cut- 
ting Height Adjustment, brake pedal, recoil starter, all can 
be used without leaving the seat. 

Now...a4 HP engine...new streamlining...new 
knuckle-guard handle bars. 

Join the thousands of dealers who will sell the new 
Springfield rider and attachments. And the price — only 
$279.50* 


PTUTTTITITITITITIT TIT 


ROTARY TILLERS 
FEATURE OPERATIONAL CONTROL 


Here is the easiest of all tillers to use with its 
adjustable wheels for balance, adjustable depth 
bar for tilling speed and depth, adjustable tines 
for tilling rows of varying width, and the 
Quick-Lok clutch to prevent wrist fatigue. 
Best of all, you now have two sales oppor- 
tunities in one tiller line. Buy one chassis (sep- 
arately packaged with wheels as standard 
equipment) and offer customers either the ex- 
clusive Springtil disc-type tines or the popular 
Bolo tines (illustrated). 
Priced as low as 
$133.45*. A full line 
of attachments, too. 


For Details Circle 20 on INQUIRY CARD 
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JENKINS 


“HARDWARE” IS EMPHASIZED heavily in all seven of the Jenkins Hardware Company 
store signs as typified by Athman Park store (above) located in the southwestern section of 


Denver. 


Stores Make Lucky Chain 


ECAUSE they believe that chain-store meth- 

ods could be successfully applied to retail 
hardware merchandising, Harry and William 
Jenkins of Denver, have built up a highly profit- 
able seven-store group with yearly volume at the 
million-dollar point in Denver. 


Choice: Drug or Hardware 


The story of the Jenkins brothers is an unusual 
one; primarily because neither had any experi- 
ence in the retail hardware field when the first 
Jenkins store was opened in a suburban shopping 
center in 1946. 

“We came out of military service with a capital 
of $300 and little else,” Harry, older of the two, 
said. “We knew that we wanted to go into some 
type of retail sales in a shopping center. We 
found the location right away and as circum- 
stances existed, there was room only for a hard- 
ware store or a drug store. Neither of us was a 
pharmacist and consequently we found ourselves 
in the hardware business.” 

In choosing the original location, the Jenkins 
brothers set a precedent which they have fol- 
lowed ever since. This was selecting a store 
which was one of a row which allowed customers 
to drive to the front door. Ever since in build- 
ing up one new store after another, the Jenkins 
organization has stuck to the same theme—that 
of leasing only stores which provide sufficient 
parking that the customers can depend upon 
stopping in front. 

The original began as a Fixit Shop, with repair 
services augmenting a pitifully small hardware 
inventory. “We actually had only a hazy under- 
standing of the wholesale-retail picture,” Harry 


34 


said. “When we got our first order, we had to 
phone other hardware stores in the city to learn 
the retail price.” 


Times Were Helpful 


Times were extremely helpful, the Jenkins 
brothers found. There was a distinct shortage of 
hardware, tools, paint, etc., which meant that 
what item they were able to stock sold rapidly. 
Through plowing 90 per cent of the profits back 
into inventory, the brothers were by 1948 able 
to call their store a “hardware store” and had 
formed some definite conclusions which put them 
on the road to a chain-store organization. 

“We learned that hardware stores were slowly 
losing their identity,” Bill said, “and that it was 
necessary for someone to take the job of promot- 
ing the retail hardware store business. We felt 
the hardware retailer wasn’t aggressive enough 
either in his selling methods or more important, 
in his buying methods. By 1950 when research 
proved that there was no such thing as a hard- 
ware chain in our area, we made up our minds 
to cut buying and operating costs, increase turn- 
over, and eliminate a lot of problems in single- 
store operation by becoming as large a chain as 
possible.” 

The first expansion was the second Jenkins 
Hardware store in suburban Brentwood, a few 
miles south of the first location, and like it, in a 
shopping center made up of small stores with 
parking space immediately in front. Here, the 
brothers began with a skimpy stock, which repre- 
sented all the funds available, but arranged more 
on approved hardware lines. From the beginning, 
the boys found that they could buy at better dis- 
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The whole secret of building a skimpy- 
stocked hardware store into a highly 
profitable seven-store chain in the Denver 
area within 11 years lies in the ability of 
two brothers to organize and adhere to 
three basic policies that produce yearly 


volume at the million-dollar point. 


counts through purchasing for two stores instead 
of one, as well as other advantages. The obvious 
next step was the purchase of another store lead- 
ing to the third Jenkins Hardware outlet, an 
extremely modern, corner store with an all glass 
front in Athman Park in the southwestern sec- 
tion of the city. 


“We considered the first store the critical 
point,” the Jenkins brothers chorused. “We felt 
that if we could lick management and personnel 
problems and other factors involved in operating 
three stores, we could go on to an eventual 10- 
chain. In checking we found that there had been 
other attempts to set up chains in the Denver 
area, but that most of the retailers after going 
to three stores had gone back to one. We decided 
the reason was lack of coordination and central 
buying.” 


Opening of the third store in 1954 met with 
a highly successful sales volume, once again 
traceable to the fact that supply had not caught 
up with demand in a booming city like Denver. 
Both of the Jenkins, however, agreed on one 
extremely important point—that as supply soon 
began to catch up the hardware man with several 
stores to buy for would be in an advantageous 
position. That was the reason for the late 1954 
creation of a separate buying organization which 
functions as headquarters store of Jenkins Hard- 
ware. 


The Whole Secret 


“The whole secret, as we planned it, lies in the 
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ability to buy in large quantities of every item, 
without going overboard,” Harry said. “Our 
selling potential makes an excellent background 
for negotiations, not only in buying merchandise, 
but in obtaining leases and other operations.” 


The separate buying organization is set up as 
Jenco Distributors and functions as the nerve 
center for the entire chain. Both Jenkins broth- 
ers emphasize that it is a control center responsi- 
ble for the bulk of buying for the seven stores, 
but that managers have full flexibility in doing 
their own buying as well. At the Jenco office, 
the Jenkins brothers developed a unique “Bible” 
consisting of a ring binder containing more than 
120 mimeographed sheets which set down policy 
for each store and covers almost every possible 
situation. This eliminates unnecessary phone 
calls to the office when a “situation” arises. This 
system has worked out so well that even a new 
salesman has no difficulty in making cash re- 
funds, discount sales to charitable organizations, 
writing sales slips, etc. 


Both brothers have a flair for organization and 
since 1954 have come up with unusual manage- 
ment ideas. Included, for example, is one full- 
time man whose sole responsibility is price 
changes to keep every store up to the minute on 
price revisions. Another employee maintains 
complete sales records for each store, by depart- 
ment, for every day in the year, and maintains 
a progressive chart which shows sales increases 
or drops on specific items. As a result the Jenkins 
brothers, when buying, rate every order on the 
basis of sales made in each store for the previous 
year, day by day, so that forthcoming orders for 
the subsequent year are geared exactly to the 
sales potential in the neighborhood allowing for 
population growth, better prices, and other 
factors. 


Operation Broken Down 


Every aspect of operation is broken down on 
an infinitely precise basis through such elements 
as a separate key on the cash register, on iden- 
tical registers throughout the chain, represent- 
ing each employee in each store, so that salesmen 
who are “comers” can be quickly spotted and 
promoted if possible. The advertising program, 
most of the buying, and all policy, emanates from 
a single office, with such efficiency-building fac- 
tors as regular trips to markets, hardware con- 
ventions, etc. 


It was characteristic of the Jenkins brothers 
that they set up the buying office with only three 
stores and went into centralized operation on the 
belief that more stores would be added. To do 
so, on the limited funds which were available, 
the firm took an unusual step and opened two 


35 





A GUIDE for practically every situation is incorporated 
in the company’s “Bible” which Bill (left) and Harry 
check over at the company’s buying headquarters. 


franchise stores, one in 1956 in Lakewood, Colo- 
rado, west of Denver, and a fifth in extreme 
southwest Denver in 1957. The two franchise 
stores which carry the Jenkins Hardware name, 
operate on a “controlled basis” where the Jenkins 
brothers set policy, inspect the store regularly, 
administer all matters of advertising and per- 
sonnel, so that the franchise stores receive exact- 
ly the same benefits as the company stores. In 
setting up this arrangement, Jenkins Hardware 
is following its policy of uniformity and flexi- 
bility. 

The seventh store in the chain was added in 
mid-1957 when a new shopping center, again of 
the “row persuasion” was opened in northwest- 
ern Denver in August. Here, in a company owned 
store, the Jenkins brothers created the most 
modern outlet to date, and, according to schedule, 
this newest store is, after only two months of 
operation, showing sales volume better than that 
of any other store in the chain. Within the next 
year three more stores will be opened to bring 
the total to 10, or possibly 15, this latter figure 
depending upon whether Denver continued to 
grow. 


Three Basic Policies 


Several basic policies have contributed to the 
fact that no Jenkins Hardware store has ever 
suffered a “setback month.” First, from the out- 
set Jenkins Hardware has concentrated on only 
popular, nationally-advertised brands, using the 
multiple-store purchasing power to obtain the 
most favorable deals. Second, contrary to the 
usual policy, all managers in each store have been 
chosen from some field outside the retail hard- 
ware industry for their personality, ability to 
meet the public, and general adaptability and 
then “shop” the hardware business the Jenkins 
way. The Jenkins brothers enjoy training a man- 
ager along their own policy lines and hold a 
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chain-wide sales meeting each week at the head- 
quarters office. Third, the inventory throughout 
the chain is carried at retail, which the brothers 
believe simplifies comparing mark-up with whole- 
sale cost, making it possible to phone any man- 
ager with instructions to increase mark-up one 
or two per cent according to shifts in the market. 
“Carrying the inventory at retail gives us a yard- 
stick on profit which we could scarcely maintain 
on a wholesale basis,” Harry said. 

The Denver hardware chain has been a heavy 
user of newspaper advertising and promotions, 
spending $10,000 in 1956. Harry Jenkins believes 
that no retailer has time to be an advertising 
expert and hardware man at the same time, and 
consequently an advertising agency handles the 
details. Advertising emphasis is on one-at-a-time 
promotions with spectacular price appeal alter- 
nated with “prestige” advertising from month to 
month. 

The Jenkins brothers have a crusading spirit 
in connection with the name hardware. Both 
feel that the hardware store as such has lost a 
lot of its position in the retail market and con- 
sequently they feel that maintenance of the 
name Jenkins Hardware, repeated constantly in 
newspaper advertising is benefiting the retail 
hardware industry as a whole. 

“Our competition is the mail-order house, the 
super market with a hardware department and 
the big chain drug stores who have added hard- 
ware,” Bill pointed out. “These elements have 
led the homeowner to feel he can pick up hard- 
ware items almost anywhere rather than going 
to his neighborhood hardware store. By aggres- 
sively featuring the hardware name in all our 
advertising we feel that we are helping to bring 
the customer back to the retail hardware store 
as it was a decade ago.” 

Emblematic of the partners thinking was the 
instance in which the brothers literally told the 
elderly owner of a hardware store in a Denver 
neighborhood location to “take a month’s vaca- 
tion” while they not only re-equipped his store, 
cleaned up the inventory, installed new fixtures, 
but moved him to a new location. By the end of 
the third month, the store’s volume had increased 
by 30 per cent and his store is now one of Jenkins 
Hardware’s top franchise stores. Sheer aggres- 
siveness, personified in managers and sales per- 
sonnel in each store, the $10,000 advertising 
program and the lengths to which Jenkins Hard- 
ware Company will go to improve its stock or 
service to customers are the reasons. 

It is difficult to retain a tight rein on a seven- 
store organization and yet permit flexibility 
which will allow the manager to do his own buy- 
ing, yet this has been successfully carried out. 
“We want our managers to phone when they 
come across something ‘hot’ whether it is sug- 
gested by a salesman or a customer,” Bill said. 
“We get several calls a day, all of which are 
evaluated and acted upon the same day if pos- 
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sible. There are many items in the inventory be- 
cause the manager was stirred to make an issue 
of the item when phoning the office. He is free 
at any time to buy and must pass his experience 
along to the other stores.” 


Reward Bonus to Managers 

Each manager is rewarded on an efficiency 
quotient basis rather than for overall sales. 
Recognizing the fact that stores of varying size, 
in varying locations, have different sales oppor- 
tunities, Jenkins Hardware Company has set up 
a simple plan whereby the bonus is figured on six 
points. These are: 

1. Sales ratio this year as compared to the pre- 
vious years. 

2. Sales per customer unit. 

3. Sales per waste cost. 

4. Sales per man hours. 

5. Sales in relation to profit spread from the 
standpoint of keeping stock costs down. 

6. Monthly store inspection. 

All of these points give managers the same 


opportunity to win their bonuses month after 
month. 

As an example of what Jenkins Hardware 
Company has accomplished by setting up this 
smoothly-functioning chain, the company last 
year set sales records with one manufacturer’s 
power lawn mowers. The six stores then operat- 
ing sold the largest volume of reel-type power 
mowers for this manufacturer which were sold 
anywhere in the nation and was second only to an 
eastern chain of 14 hardware stores in both 
rotary and reel mowers. Similar records have 
been hung up in sporting goods, garden tools, 
paint and other lines. 

“There is really no magic, but simply plenty 
of hard work, making the most of every buying 
opportunity,” Harry said. 

Net results show that turnover throughout the 
seven stores averages between 4.3 and 5.3 per 
year, selling costs are radically cut and finally, 
through precise inventory control, careful com- 
parison of each year’s sales records day by day, 
capital tied up in slow-movers is at an absolute 
minimum. 





STORE 
IMPROVEMENT. . . 
AT HOLMQUIST'S 


AT REDWOOD CITY, Calif. Holmquist’s 
Hardware siore has been an institution 
with the residents for many years. A 
fire several years ago wiped out the his- 
torical building. The new store is a 
showplace for hardware people. At right 
is the checkout counter which is large 
enough to hold big items and to make it 
easy for wrapping. Place for customers 
is spacious so that they can bring out 
large products easily. 
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BULK NAIL BINS are used as base for 
wheels, casters and pulleys. The display 
above the bins makes use of the space 
“up in the air” without cutting out view 
completely at eye level. 
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Merchandising Aids to Retailers, Service, and 
More Cooperation at all Levels were the Points 
Mostly Discussed at Atlantic City by Wholesalers 


and Manufacturers in October at their... . 


JOINT CONVENTION 


most concern of both manufacturers and 
wholesalers at the 63rd annual convention of the 
National Wholesale Hardware Association and the 
113th semi-annual convention of the American 
Hardware Manufacturers Association at Atlantic 
City, Oct. 20-23. 

Both groups were aware that many changes are 
rapidly taking place in retailing and many more 
are on the horizon. It was the thought of many 
speakers in the wholesalers sessions that it was 
their job to help the hardware retailers keep their 
business up to date and to help them promote it 
aggressively. 

Two Westerners spoke at the wholesalers ses- 
sions and both were from Salt Lake City. U. J. 
Kuhre, executive vice president, Stravell-Paterson 
Hardware Company discussed “The Need for 
Reducing Operating Expense and What We Are 
Doing About It.” Howard W. Price, executive vice 
president, The Salt Lake Hardware Company, 
spoke briefly about “The Co-op Situation Today.” 


pee age: and help to retailers seemed to be of 


prior to a showing of an interesting movie regard- 
ing tax equality. 

The featured speaker at the first joint session, 
Oct. 21, was Warren Whitney, vice president, 
James B. Clow & Son, Inc., Birmingham, Ala. who 
spoke on “Hook, Ly’in and Sinker.” The speakers 
at the second joint session were: Dillman M. K. 
Smith who showed survey figures to prove “What 
the Public Expects of You,’ and Dr. Heinz E. 
Luedicke whose subject was “Breathing Spell or 
Recession?” Mr. Smith is vice chairman of the 
board of Opinion Research, Princeton, N. J. He 
presented the public’s reaction to various subjects 
particularly concerning labor, business and poli- 
tics. Dr. Luedicke, editor of New York’s Journal 
of Commerce, pointed out the many factors that 
could bring on another surge of inflation and those 
that might cause a major recession. He thought 
that the first six months of 1958 would find busi- 
ness going along at about the same pace as the 
last six months of this year, barring any major 
world-wide incidents. 





AMERICAN HARDWARE 
MANUFACTURERS ASSOCIATION 


Officers elected Oct. 21, 1957 

PRESIDENT—John Cairns, The Stanley Works, New 
Britain, Conn. 

Ist V. P.—Adger Johnson, National Carbon Company, 
New York. 

2nd V. P.—John Gibson, III, McKinney Manufacturing 
Company, Pittsburgh, Pa. 

3rd V. P.—Paul Nicholson, Nicholson File Co., Providence, 
ae 


EXECUTIVE COMMITTEE 
(Class of 1960) 


W. G. Rector, True Temper Corporation, Cleveland, Ohio. 
E. J. O'Leary, Rubberoid Co., New York, N. Y. 


H. M. Huffman, The Huffman Manufacturing Company, 
Dayton, Ohio. 


Stanley J. Roush, Atkins Saw Division, Borg - Warner 
Corporation, Indianapolis, Ind. 


Chairman, Executive Committee (1957-58)—Geo. H. Day, 
II, Lumite Division, Chicopee Mills, Inc. 
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NATIONAL WHOLESALE HARDWARE 
ASSOCIATION 


Officers elected Oct. 22, 1957 


PRESIDENT 
John 8S. Stiles, Morley-Murphy Co., Green Bay, Wis. 


VICE PRESIDENTS 


Howard W. Price, The Salt Lake Hardware Company, 
Salt Lake City, Utah. 


James P. Townley, Townley Metal & Hardware Co., Kan- 
sas City, Mo. 


Louis F. Demmler, Demmler Brothers, Division of Anchor- 
Sanitary Company, Pittsburgh, Pa. 


EXECUTIVE COMMITTEE 
(Terminating in 1960) 


W. E. Smith, Oklahoma Hardware Co., Oklahoma City, 
Okla. 
Benton J. Case, Janney, Semple, Hill & Company, Minne- 


apolis, Minn. 
John W. Sheffield, Sheffield Hardware Co., Americus, Ga. 
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Trends in Wholesale Hardware Distribution 


By W. E. SMITH 


President, Oklahoma Hardware Company 
Oklahoma City, Oklahoma 


(Abstract of speech given at the October 21 session of the convention of the 


National Wholesale Hardware Association at Atlantic City) 


GREAT many years ago E. C. Simmons said 

that, “‘a wholesaler’s first responsibility is to 
see that his dealers make a profit.” We concur 
in this belief, and I feel that any wholesaler, worth 
his salt, realizes that his responsibility does not 
end with his sale to the retailer. 

We have accepted this challenge, and we as- 
sume the responsibility of helping our customers 
move their goods in the hands of the consumer 
through merchandising activities and special pro- 
motional events, designed to bring more customers 
into his store, at a price he can afford to pay. 


Offers Dealer Merchandising Service 


We make available to our customers a low-cost 
advertising program, prepared in our own print- 
ing department, that is designed especially for 
the dealers in our area. It includes four-page 
quarterly broadsides at less than $10.00 a thou- 
sand; custom designed handbills, built around our 
customer’s own stock; for special events, such as 
formal openings, anniversary sales, expansion 
and clearance sales, or any other type promotional 
affair that will help our customer attract more 
people to his store. We provide a colorful store- 
trim display kit to enable him to give his store 
a festive atmosphere. Rather unique in our broad- 
sides, is the fact that we do not accept advertising 
participation from any of our suppliers. As a 
result, the selection committee is not influenced 
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by outside factors. All items included in our pro- 
motional material are selected strictly upon their 
own merit, their pulling power, their value, and 
seasonal attraction, and whether or not our cus- 
tomer normally carries them. Trade brands are 
featured only when we feel they enhance the pull- 
ing power, giving the dealer much more latitude 
to use merchandise he already has on hand. 

Frankly, we feel that a well-known “brand” or 
trademark is an asset only provided the items can 
be profitably sold in competition with comparable 
quality of some other make. In today’s market, 
any article will sell readily, regardless of brand, 
if it is priced right, but not otherwise—make no 
mistake about that. 


Helps on Store Planning 


W offer a free store planning service to help 
guide our customers in the improvement and mer- 
chandising effectiveness of their stores. More 
often than not our dealers are encouraged to mod- 
ernize and re-design their old fixtures, rather than 
sell them new ones, in order to minimize the ex- 
pense. In recent years we have assisted dozens of 
our customers in re-working their stores, and the 
results have been reflected in substantial sales 
increases for them. The average dealer does not 
have either the experience or facilities to do a 
really successful advertising and merchandising 
job without aid. Many dealers need to cast off 
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old ideas, and rejuvenate both their stores and 
their methods of doing business. 

It is not necessary for a wholesaler to be classed 
as a “big’’ wholesaler to inaugurate such a pro- 
gram. Any substantial, well-established whole- 
saler can handle such a program efficiently, if he 
acquires the necessary knowledge to do the job, 
has the willingness and determination to re-organ- 
ize his methods, to include merchandising as- 
sistance for his customers, and has the desire to 
see it through. We have been helpful to a number 
of other wholesalers in starting such a program. 


Retailers Should "Know" Their Suppliers 


In our opinion, too few retailers know enough 
about their suppliers. There is a need for a true 
understanding of the wholesalers’ problems by the 
retailers, and a realization that they are a part of 
that problem. It would be beneficial to them to 
know more of the services their wholesalers have 
to offer, to enable them to use them to the best 
advantage. Most of us fail to put the proper pro- 
motional effort behind “selling the services we pro- 
vide” to our customers. They should know the 
sales policies of their suppliers, and if they are 
designed for their protection, to keep their goods 
in normal dealer channels. The wholesaler who 
does not control his sales properly can be the re- 
tailer’s most vicious competitor, and is unworthy 
of his support. 

I feel, too, that the top management of entirely 
too few independent hardware wholesalers really 
know their customers, and are aware of the seri- 
ous competitive problems facing them, then, are 
sufficiently interested in their welfare to help 
solve them. 

In my opinion, Old Line Wholesalers cannot con- 
tinue to do business like they used to, rightly or 
wrongly, the dealer is looking for sales helps, 
merchandising helps, for buying helps, and he’ll 
get them. Every wholesaler might well evaluate 
what is going on around him, lest he be lulled into 
a false sense of security that is born of com- 
placency. 


Appeals to Manufacturers 


The 8500 wholesale hardware salesmen across 
the country today, offering your products, add 
value to them, fully the 5%, which represents the 
average salesman’s commissions; and it’s my 
opinion that a price differential of that amount 
might well be considered in establishing your 
prices between wholesalers who do or do not pro- 
vide that sales representation, so necessary to the 
effective marketing of your products. The whole- 
saler who operates without salesmen, rides in on 
the coattails of those who provide them, and most 
of you know, sales representation is necessary, 
and that without it, your sales would shrink to 
the point that your products couldn’t survive in 
the market place. 

The mail order houses years ago recognized the 
value of sales people when they established their 
retail stores. Only a small percentage of their 
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volume today is done by mail. They have not elim- 
inated one single function of the wholesaler-re- 
tailer team, except using their “salesmen” as store 
supervisors, or merchandisers. 

There are other trends in hardware distribu- 
tion, such as the integrated or associate store 
program, familiar to all of us. Here again, no 
function of the wholesaler-retailer team is elim- 
inated, merely transferred from one to another, 
in an effort to achieve greater efficiency. 


Salesmen are Important to Retailers 


Many forms of rebate plans of one type or an- 
other have been tried by various wholesalers, 
usually in lieu of the services of a salesman. Few, 
if any, have proven successful and stood the test 
of time—for most have been abandoned or found 
to be ineffective in competition with good, wide 
awake distributors. Some have indulged in the 
extension of unrealistic terms of payment, which 
I consider both costly from the standpoint of the 
jobber, and extremely hazardous for the retailer 
that doesn’t maintain a good bank balance as a 
precautionary measure. 

A few wholesalers are providing their cus- 
tomers with basic stock lists, check lists, pre- 
printed order forms and other forms of assistance, 
all of which, if properly used, are beneficial. The 
idea of “Self-Service” is gaining in popularity. 

The University of Washington recently con- 
ducted a survey to determine “Why dealers buy 
where they do.” Out of 153 reasons given, 73 were 
because of Service, 23 because of Price, and 15 
because of Membership in a chain group. What 
better proof of the soundness of each of us taking 
another look at the services we render. 

There are many services a good hardware whole- 
saler performs for his customers that are not 
shipped in cartons, or appear on the face of the 
invoice, or are paid for by check. Frequently, 
these ‘non-shippable’ products are the most im- 
portant to the success of the dealer’s business. 

My recommendation to you wholesaler execu- 
tives is to ‘get away from the forest where you 
can really see the trees,’ establish a closer bond 
with your customers, put yourself in his shoes to 
recognize his problems, then try your best to pro- 
vide the answers to them. Have your Buyers visit 
with dealers to develop the retailer’s point of view, 
to better serve his merchandise requirements. In- 
still in your salesmen a new concept of helping 
his customers, not just writing orders. 

If your efforts are animated by proper motives 
which exclude selfishness, personal aggrandize- 
ment and ambition, and are enhanced by invest- 
ment and individual responsibility, there can be 
but one result—and that is good. 

There are a lot of things a dealer doesn’t do 
that he should, to be sure. Rarely ever do they 
show the loyalty and appreciation you feel your 
efforts warrant. But don’t forget, his very sur- 
vival depends upon how well his suppliers serve 
him and he is still the backbone of the hardware 
wholesaler’s business. 


HARDWARE WORLD 








PROPER SET-UP 


You can sell more 
. <: 6: 6a Ban 


OF POWER LAWN MOWERS 


HE spring lawn mower season inevitably 

brings the first sales of new power mowers by 
a good number of dealers who have never before 
sold this type of merchandise. Many dealers 
overlook, or plainly disregard, their obligation 
to the customer. To avoid these early season dif- 
ficulties which normally arise through lack of 
experience or knowledge of the product, it should 
be emphasized strongly, the importance of proper 
set up and service at the time of sale. 

Although the manufacturer takes every pre- 
caution possible to insure that the mower will be 
in top condition for the ultimate customer, cer- 
tain checks and adjustments must be made by 
the dealer. 

Kvery mower should be set up and ready to 
operate before delivery to the customer. If 
assembly and adjustments are left to the cus- 
tomer’s own initiative it can only mean trouble. 


To eliminate this possibility the dealer should 
acquaint himself with the operating manual 
packed with each mower before attempting 


proper assembly. After removing the mower 
from the carton and assembling, the dealer must 
add gasoline and oil, following factory recom- 
mendations. 

Adjustments are of the utmost importance. 
The operator’s manual should be referred to for 
proper adjustments of belts, clutch, reels, etc. 


Carburetor Adjustment Important 

Carburetor adjustment is the one most often 
necessary. Various climatic conditions or eleva- 
tions from sea level will affect carburetor per- 
formance. It is also to be noted that a new engine 
during the break-in-period should not be idled 
too slow. The slow idle should be set after the 
engine is fully broken in. A new engine has con- 
siderable friction of moving parts during the 
break-in period and as a result is likely to idle 
roughly for several hours. 

After the mower is properly serviced and all 
adjustments are made, start the engine to be sure 
everything is performing satisfactorily. At the 
time of sale, another important factor that is too 
often overlooked is adequate instructions to the 
customer in the operation and future mainte- 
nance of his power mower as well as pointing 
out to him the nearest authorized dealer for his 
convenience in future service requirements. 

Fill out the warranty card and fully explain 
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ADDING GASOLINE and oil as shown above after re- 
moving the mower from the carton and assembling is an 
important step in the proper set up of a unit. 


CARBURETOR ADJUSTMENT is the one most often 
necessary to correct various climatic conditions or eleva- 
tions from sea level which will affect carburetor perform- 
ance. 


the warranty coverage. Make sure your customer 
understands how to go about obtaining warranty 
service, providing he should later require it. 

Investigation has shown that the majority of 
trouble reported to the manufacturer has oc- 
curred as a result of the dealer failing to carry 
out the above obligations to the customer. Deal- 
ers who follow these instructions will receive only 
compliments from their customers instead of 
complaints. 
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Garden Equipment Preview—New Products 





186—NEW FEATURES of this riding 
mower include pushbutton electric 
starter, E-Z reach controls, suction- 
lift blade action for a “barber-shop 
trim,” “clean-flow” grass discharge, 
leaf mulcher attachment and stag- 
gered wheels.—Quick Manufacturing, 
Inc. 


187—THREE WHEEL lawn mower 
makes for easy handling and gives 
extra maneuverability mowing close 
to walls and other obstructions. Snap 
on handle with safety catch raises to 
vertical position for compact storage. 
—Eclipse Lawn Mower Co. 


188—-“THE MOLE” is a fast, low cost 
power ditch digger that digs clean 
ditch from one to three inches wide 
and seven inches deep. Will bore 
under driveways, walks, roads or ob- 
structions at speeds up to 15 feet per 
minute. Easy to handle.—Moist-O- 
Matic, Inc. 
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189—SINGLE CONTROL at the han- 
dle for start, speed, stop and choke is 
one of the features of the above 21” 
self-propelled mower. Also has finger- 
tip cutting height adjustment on all 
four wheels from 1!” to 34%2”.—E. T. 
Rugg Company. 


190—SMALL SIZE lawn roller that’s 
easy to operate and store is 18” in 
diameter and has a rolling width of 
24 inches. Empty weight is 38 pounds 
and weight water filler is 160 pounds. 
Drum edges are rounded.—Ohio Ma- 
chine Products, Inc. 


191—COMPLETE 1958 LINE of lawn 
mowers include hand, rotary and reel 
type. Color-styled in white and buff, 
line features finger tip throttle con- 
trols, speed selector panels and 
height-of-cut adjusters. — Pennsyl- 
vania Lawn Mower Div. 


192—CORRUGATED DISPLAY 
stand for lawn mowers is of sufficient 
strength to support a power mower 
and yet takes up very little space. 
The fibre box, multi-color stand has 
a unique eye-catching design.—Con- 
tainer Corporation of America. 








193—VELVA TRIM MOWER, a reel 
type that trims to within 34” of trees 
and shrubs. Available with light- 
weight plastic grass catcher. Rear 
drive wheels travel behind reel to 
eliminate ridges. For cutting all types 
of grasses.—Johnston Lawn Mower 
Corp. 


194—_TOWN AND COUNTRY riding 
mower has instant control of cutting 
height by light toe pressure on foot 
pedal without stopping mower. Gear- 
ed transmission shifts from forward 
to reverse or neutral with finger 
touch.—The Midland Company. 
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BUILDERS HARDWARE 
GROUPS MEET IN CHICAGO 


When the delegates of the National Builder’s 
Hardware Association and the American Society 
of Architectural Hardware Consultants. met in 
Chicago September 22-25, they elected several 
Westerners to important offices. The NBHA 
elected Joseph P. Murphy, San Antonio, Texas, 
as president and Jos. C. Carroll, Union Hardware 


CUTTING THE RIBBON opening the National Builders’ 
Hardware Association show in Chicago’s Conrad Hilton 
hotel exhibition hall are, William Davies, NBHA president 
(scissors in hand) and Arthur H. Uhler, ASAHC presi- 
dent (holding ribbon). 


INCOMING PRESIDENT of the NBHA, Joe R. Murphy 
(second from left), receives a welcoming handshake from 
William Davies, retiring president at the organization’s 
annual show in Chicago. Other officers are James C. Car- 
roll, Los Angeles, (left), Ist vice president; and Francis 
E. Traver (right) 2nd vice president. 
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& Metal Co., Los Angeles, first vice president. 
The Society elected Robert A. Wesche, Tulsa, 
as president. They also named George P. Merrill 
as the new executive secretary-treasurer. A 
former Westerner, he is establishing headquar- 
ters in Santa Rosa, California, January 1. 
The 1958 convention will be in Chicago. 


EXHIBITION HALL (above) was the center of activity 
for visitors to the annual NBHA show who stop at the 
sundry exhibits to discuss many of the new items shown 
with factory representatives. 


NEW OFFICERS of the American Society of Architec- 
tural Hardware Consultants, from left, Edward B. Veih- 
meyer, first vice president; Arthur H. Uhler, retiring 
president; George P. Merrill, new executive secretary- 
treasurer; Robert A. Wesche, incoming president; John 
M. Wilson, 2nd vice president. 


43 





Cutlery Selling Made 


... with Custom 
Display Case 

That Saves Time 
..» Boosts Sales 


A practically self-servicing 
cutlery unit, which holds and 
displays all the cutlery items in 
the store in a centralized loca- 
tion, has boosted sales as much 
as 50 per cent for Miller Broth- 
ers Hardware in Pomona, Calif. 

Not only have profits gone up 
but selling is made easy and al- 
most effortless, even for the 
dealer who has little or no ex- 
perience in merchandising cut- 
lery items. 

The display case, made to 
Miller Brothers Hardware speci- 
fications, to fit a particular loca- 
tion in the store, which is right 
at the entrance, was provided 
by Cutlery Distributors, Po- 
mona, who also painted and 
trimmed the case to duplicate 
colors used in other store fix- 
tures. 

With a display of this type— 
one that contains pocket knives, 
hunting knives, butcher knives, 
shears, carving sets, steak sets, 
stainless steel tableware—it is 
possible to incorporate the en- 
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CUTLERY DEPARTMENT in one unit (above) located near the entrance of 
Miller Brothers Hardware store has boosted sales as much as 50 per cent and 
saved time for the owners. The display case is a “headache-free” operation 
and was built to order to fit the particular spot. 


tire cutlery department in one 
unit. Each item is numbered 
on the panels, with a corre- 
sponding stock number in the 
back, which makes selling easy. 

The proof of any merchandis- 
ing aid lies in the results and 
Miller Brothers Hardware at- 
tests to the following: 

1. It eliminates wasted time 
of the dealer in ordering and 
maintaining stock. 

2. It is practically a self- 
service unit. 

3. It gives a mass display. 

4. It has increased the store’s 
cutlery sales as much as 50 per 
cent. 

Cutlery Distributors salesmen 
service the display each month 
—keep it clean, stock compart- 
ments straight and keep the 
stock up to a_ pre-arranged 
maximum amount. 


After the case has been in 
use for a period of time, items 
which are not moving are re- 
moved from the display and 
full credit is given the dealer 
and other items are substituted 
eliminating a waste of time 
on the part of the dealer to de- 
termine what items he should 
have, and in what quantity. 
This eliminated taking up a 
dealer’s valuable time with a 
sales pitch each call. 

Approximately 25 different 
lines of cutlery, including all 
major nationally advertised 
lines as well as imported lines 
are available in a complete price 
range. 

This all-in-one unit has 
helped Miller Brothers Hard- 
ware get their share of the cut- 
lery business in the Pomona 
area. 
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CURVED WINDOW in the corner of their store, Hard- 
ware Mart, Lawndale, Calif. uses foot-high lettering for 
signs which promote toys and useful home and workshop 
gifts for Christmas. 


$40 Window Painting Rated Best Christmas Advertising 


Forty dollars worth of paint- 
ing of Christmas sketches on 
store windows was rated as the 
best advertising for the holiday 
promotion by Leroy Herbers, 
owner, Hardware Mart, 14905 
Hawthorne Blvd., Lawndale, 
Calif. Mr. and Mrs. Herbers 
paid $40 to a professional paint- 
er to decorate their windows 
with sketches of Santa and with 
special signs to promote holiday 
merchandise. 

Since the corner store has a 
total of 100 feet of window 
space, the Christmas sketches 
acted as good traffic stoppers, 
Mr. and Mrs. Herbers said. The 
window sketches also served as 
store decorations. 


GIANT HEAD of Santa accompany- 
ing the “Giant Toy Sale” wording 
was good advertising for stock of 
$3000 worth of toys on display at 
Hardware Mart, Lawndale, Calif. Sec- 
tion of window on other side of door 
has colorful sketch of Santa and his 
reindeer. 
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/ Modern MD) Line 





For Details Circle 22 on INQUIRY CARD 
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Nothing sells like quality. 
This is the big reason why 
it is easier to sell the 
Modern Line. 


Top quality features such 
as rugged, all-steel con- 
struction, precision design, 
durable automotive finish 
and wide selection of 
capacities make the Mod- 
ern Line the sell-on-sight 
line. 


Ask for the full story today 
... get ready for profits 
tomorrow. 


faateleo(-laa) 
foko) mmo it -meote me 


5389 W. 130th St. Cleveland 11, Ohio 











HOLIDAY GIFT ITEMS 


180—NOVELTY MINATURE Christ- 
mas trees, richly pretrimmed, are de- 
signed for use where interior space is 
limited, or as “second” and “third” 
trees in more spacious households. 
Height ranges from 6% to 25 inches. 
—Trees International 


181—ENTIRE LINE of mailboxes in 
gift packages for Christmas giving 
is offered dealers at no extra cost. 
Available in both vertica! and hori- 
zontal mailboxes. Box above is in 
contemporary black finish with white 
front.—McKinney Manufacturing Co. 


182—“LUXURY PACKAGE” | indi- 
vidual gift boxes for holiday giving 
features the F-57 nail hammer with 
non-breakable handle. Comes in white 
carton made of sturdy lusterboard and 
decorated with black and gold snow- 
flakes.—Fayette R. Plumb, Inc. 


183—TOOL GIFT PACKAGES for 
Christmas features Ridgid 12 inch 
pipe wrench and spud wrench in 


*aqua-green and gold package which 


can be arranged into a sales-building, 
eye-catching counter display.—The 
Ridge Tool Company. 


184—BRIGHT GIFT IDEAS to stim- 
ulate purchases of stainless steel 
housewares, flatware and appliances 
are included in free dealer promotion 
kit. Kit includes window-wall banners, 
die-cut easels, price tags and tips on 
selling booklet.—Republic Steel Cor- 
poration. 


185—HOLIDAY PACKAGE for flex- 
ible steel measuring tapes in time for 
the Christmas season geared to help 
dealer sales. Boxes decorated in 
bright red and vivid green Christmas 
motif, with eye-catching holly-and- 
berries background.—Evans Rule Co. 
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DECEMBER MERCHANDISING 


FIRST WEEK SECOND WEEK THIRD WEEK FOURTH WEEK FIFTH WEEK 








Dec. 7-13 ; - Dec. 21-27 Dec. 28-Jan. 3 


| WINDOW A GIFTS FOR THE| GIFTS FOR THE|HOLIDAY HOSTING! HOLIDAY HOSTING KITCHEN .. . THE 


SPECIALISTS | SPECIALISTS ROOM OF COLOR 
AND CONVENIENCE 


} | 
| WINDOW B SPOR 7.8 cer GIFTS FOR ALL} ‘GIFTS FOR ALL| GIFTS FOR ALL GIFTS FOR YOU 
| WINDOW WITH YOUR CHRIST- 


MAS CHECK 





IN-STORE S GIFT|ISPORTS G 1 F T|HOLIDAY HOSTING! HOLIDAY HOSTING) KITCHEN ... THE 


| PROMO- TION (Cont.)| PROMOTION (Cont.) | (Feature heaters, flash- Cont.) ROOM OF COLOR) 
| TIONS +4 7 terns, porta- AND CONVENIENCE 


| AND e lamps, lamps, shoe Feature inside paint, 
| SOURCES | porch mats 


weat shar stripping, etc.) 


varnish accesso- 


FOR 
| ADVERTIS- 
ING 


|GIFTS FOR ALL} |GIFTS FOR ALL 
(feature woodsmen’s | (Cont. ) 

| items, axes, block and 

| tackle, chain, rope, | 

| saws, etc.) 


|GIFTS FOR THE) 
| SPECIALIST (Feature) ee ee MELDAY HOSTING 
| hand and power tools, | ee Lee 
| garden tools and equip- | 
ment, power mowers, | 
cookware, sporting] 
goods, etc 


|GIFTS FOR THE|GIFTS FOR THE|SPORTS GIFT|GIFTS FOR YOU) 
SPECIALIST (Cont.) | SPECIALIST (Cont.) | PROMOTION (Cont.)| WITH YOUR CHRIST- | 
MAS CHECK (Feature | 


left-over gift items) | 


| 
| SPECIAL Dec. 15—Bill of Rights} Dec. 25-— Christmas| Jan. 1—New Year's Day | 
| DATES Day 
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DECEMBER PROMOTIONS 





Gifts for the 
Specialist 


Schedule: Nov. 30-Dec. 13 


OBJECTIVE—This promotion is based upon 
classifying people into various types such as the 
gardener, the sportsman, the outdoor chef, etc. 
This will aid many gift buyers who are perplexed 
about buying gifts for certain individuals. 


WINDOW—In center background of window 
show a large card with the following head: “Gifts 
For The Specialist.” Under this list all the differ- 
ent types of specialists for whom you can supply 
merchandise. For example, a tentative list would 
be the gardener, the homemaker, the homecrafts- 
man, the outdoor chef, the entertainer, the host- 
ess, the traveler, etc. Run a colored ribbon from 
each line down to the respective group of mer- 
chandise as shown in illustration. This is a rather 
simple window to set up, yet the colored ribbons 
will make a very colorful display. The floor can be 
covered with artificial snow, and holly (artificial 
or real) can be sprinkled on top of it. 


DIRECT MAIL—A packet-letter campaign can 
be designed. Copy on the letter can be short and 
to the point such as: “Having Difficulty Selecting 
Gifts for Certain People? Look over the attached 
sheet which classifies people into various cate- 
gories. Most of these perplexing gift recipients 
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can be put in one or more of these categories. 
There are enough classifications to cover almost 
any person you may know. We have suggested 
quite a few items in each classification, but there 
are many more at the store. We will be glad to 
show them to you and discuss the appropriate 
gift.” The attached sheet should be printed as 
suggested in the letter with the classifications 
such as for the gardener, the homemaker, etc. 
Enclose with it several manufacturers’ folders to 
make it that much more appealing. 


RADIO OR TV AD—Start the commercial with 
a question: “Are you having difficulty buying gifts 
for certain persons?” Follow this with suggestions 
in the following manner: “For example, if this 
person is a gardener you can find many items at 
Hardware Store such as pruners, 

planters, electric shears, power mowers, etc.” 


NEWSPAPER AD—Use the same question as 
on direct mail and radio as your lead. If you can 
put in a large ad, classify the different types of 
people and under each classification use three or 
four illustrations of items that will make excellent 
gifts. If your budget calls for a small ad, list as 
many items as possible and illustrate only a few. 
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DECEMBER PROMOTIONS 





Gifts 
for All 


Schedule: Dec. 7-24 


OBJECTIVE—This window includes a collec- 
tion of items from all departments in the store. 
Its principal purpose is to establish the fact that 
your hardware store is the place where gift-buyers 
can buy something for practically everyone. 


WINDOW—The point of attraction in this win- 
dow (Fig. 1) is a group of actual boxes gift 
wrapped with a large tag simulating the old- 
fashioned Christmas tag. At the left-hand corner 
of tag letter in the word “Gifts” with typical 
decorations. On the balance of the card write, 
“for all.” Then use smaller but oversized tags on 
each item shown in the window and mark type of 
person for whom the article is intended. For ex- 
ample, “for the Teenager, for the Man of the 
House, for the Sportsman, for the Housewife, for 
Grandfather, etc.’”” The merchandise should be ar- 
ranged simply so that at the end of the gift-selling 
season you can start pulling items out of the win- 
dow. On December 24 re-arrange the balance of 
the merchandise in the window and replace the 
tag with a simulated large check on which you 
can write, “Gifts for You With Your Christmas 
Check.” The same window can continue through 
January 3. 
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IN-STORE DISPLA Y—The tag idea can be car- 
ried out in-store by putting tags on cornice of wall 
sections (Fig. 2) or on the top of gondolas, in 
most of the sections throughout the store. For 
example, in the tool section the tag could read, 
“For the Homecraftsman.” This will make a 
rather colorful interior and yet not cost too much. 

To be a little bit more elaborate, put fancy rib- 
bon through the hole of each card. Also special 
gift-wrapped dummy packages could be displayed 
around card as shown in illustration. 


ADVERTISING—Play up the idea “Gifts for 
All” on your radio commercials and also in your 
newspaper ads. Suggest a selection of ideas for 
various persons. 
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DECEMBER PROMOTIONS 





Holiday 
Hosting 


Schedule: Dec. 14-27 


OBJECTIVE: This promotion is designed to stim- 
ulate interest in merchandise for formal and in- 
formal table settings, for buffet settings, for 
holiday parties. 


WINDOW—\The sign suggests “Holiday Hosting 
for Christmas Dinner, Special Holiday Parties, 
New Year’s Eve, New Year’s Dinner.” Formal 
dinnerware, glassware and flatware should be 
displayed prominently. Informal ware for buffets 
and parties should supplement the display. Show 
all types of servers and also beverage supplies. 


DIRECT MAIL—A printed piece could be de- 
signed to look like a formal French-fold invitation. 
On the cover print the words “When You In- 
vite ” On the inside follow through with 
“Guests for Holiday Entertaining, You Will be 
Quite pleased to Serve Them with Fine Dinner- 
ware, Equisite Glassware, Shiny Flatware and 
Select Decorative Pieces. You are INVITED to 
inspect our large stock of these items to make 


sure you have the type of pieces of which you will 
be mighty proud.” 





















































RADIO AD—The following idea might be adapted 
to a spot commercial: “Things can be quite hectic 
during the Holidays, so we are reminding you 
about your Holiday entertaining. If you are going 
to be host for several affairs you will certainly 
want all your serving pieces to be attractive and 
up-to-date. Why not take a few moments to check 
now. If you need replacements or some new items 
such as serving trays, lazy suzans, glasses, dinner- 
ware, or decorative ware, visit the Hardware Store 
and see our large selection of items you will be 
proud to own.” 


NEWSPAPER ADVERTISING—At this time of 
the year your newspaper ads will probably be full 
of gift suggestions. However, it should pay you 
to use some of the space for promoting articles for 
entertaining. Box several suggestions for enter- 
taining somewhere in your gift ad. 
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DECEMBER PROMOTIONS 





Kitchen... the Room 
of Color 
and Convenience 


Schedule: Dec. 28-Jan. 10 


OBJECTIVE—This campaign was designed to 
help stimulate business in what is ordinarily a 
dull week. The campaign covers various ideas 
such as, painting the kitchen, buying colorful 
things for the kitchen, and using specialty items 
that make kitchen work a little easier. 


WINDOW—The background is made with brown 
wrapping paper attached to frame. Paint in white 
paint, such things as cabinets, window, sink, base 
cabinets, etc. The base cabinet section is a separate 
piece of paper on wooden frames brought out 
about two feet from the upper background. Lay a 
couple pieces of board across the top of the base 
cabinets so that you can display canister sets, 
colored bowls, and certain amount of household 
items such as blenders, mixers, etc. Put curtains 
at the window and on the window panes place a 
white piece of paper on which you put the sign 
“Kitchen ... The Room of Color and Convenience.” 
Show a few cans of paint, and in fact start paint- 
ing one section of an upper cabinet and probably 
a base cabinet. This is to appear as though the 
paint job was just started. On the sink board have 
a paint bucket with a paint brush lying across the 
top. Show several cans of paint. Paint brushes, 
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sandpaper, thinner, canister sets, cookie jars, 
and other decorative items, electric housewares, 
blenders, mixers, electric can openers, etc. Also 
show cabinet pulls, drawer pulls attached to back- 
ground. 


DIRECT MAIL—Send a letter, starting out with 
“Hope you had a Merry Christmas and that things 
will come back to normal quickly. And speaking 
about things coming back to normal, how about 
getting that kitchen of yours into the condition 
you have always wanted. For color this is a good 
time to paint cabinets, and kitchen furniture and 
also to get cannister sets, and other colorful and 
decorative items. We have plenty of them at the 
store. This is also a good time to stock up on kit- 
chen conveniences. These we have in bountiful 
supply. Why not come to the store and see all the 
kitchen merchandise. It won’t take too much 
money right now because we have a special credit 
plan that can help you to obtain those desired 
items.” 


OTHER ADVERTISING—Copy idea from above 
letter can be adapted to radio and newspaper ads. 
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peer Aaa ca 
€ St apler Tacker 


241—SLEEK, STREAMLINED look 
stapler display is offered in eye-open- 
ing color that can be presented on 
counter or hung on rack. Display is 
designed to sell in the self-service 
market.—Arrow Fastener Co., Inc. 


242—MODERN DESIGN is _intro- 
duced into this chain merchandiser 
which features stock flexibility. En- 
ables retailer to place it in wall sec- 
tion or at end of gondola. Constructed 
of sheet metal.—The Ridson Manu- 
facturing Co. 


243—DELUXE SLEEP SHOP dis- 
play rack for electric blankets made 
of solid natural birch with an illu- 
minated full color header. Provides 
space for 12 blankets with storage for 
eight.—General Electric Company. 


52 


Merchandising Aids 





TINENTAL divappenriny clotheatie 


INTO A PLAY AREA! | 


244 -— DISAPPEARING CLOTHES- 
LINE offers dealers a new display 
piece to attract attention and increase 
sales. Sturdy display board with pan- 
oramic window. Can be used on dis- 
play counter, in display window, or 
tacked on wall.—Continental. 


245 — PERMANENT MERCHAN- 
DISE displayer for binoculars that 
takes only 18” counter space is avail- 
able to retailers with minimum stock 
order or may be purchased outright 
for $5. Displays one binocular with 
literature —D. P. Bushnell & Co. 


246—HANDSOME DISPLAY rack 
for hand tools is an all-metal unit 
holding 36 Ames tools easily and adds 
a quick self-service feature to deal- 
ers’ counters. It is 16” wide and 23” 
high. Display is offered free to deal- 
ers.—O. Ames Co. 








247—VERSATILE heavy gage wire 
stand for shears is designed to set on 
counters, in windows, or hang on wall. 
Holds 18 shears in an 18” x 64” 
area. Green and white sign. Stand and 
shears packed in one carton.—True 
Temper Corporation. 


248—SHOW OFF Freeway all-pur- 
pose push brooms with the newly de- 
signed shipping carton which con- 
verts easily into a window or in-store 
display. Just rip on perforation and 
display is already set up.—American 
Push Broom Co. 


249—INCREASED SPACE to display 
products is incorporated in Snap- 
Lock Racks now available. Easily as- 
sembled into various shapes for use 
in show windows, on floors and on 
counters, or can be hung on wall or 
suspended from ceiling.—Snap-Lock 
Company. 
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Compact Rope Dispenser 


ROPE BAR FIXTURE for holding 
and dispensing all types of rope and 
rope products, now available to deal- 
ers, provides a large display and sales 
area, yet takes up only five square 
feet of floor space. It will accommo- 
date up to eight spools of rope of 
various sizes. The unit has eight arms 
jutting at right angles from either 
side of an upright standard. Also 
includes large size utility tray. Made 
by The Thomas Jackson & Son Com- 
pany. 
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Permanent Type Display 


VERSATILE MIXETTE line dis- 
play offered by Hamilton Beach Com- 
pany is only 14” x 39” and takes an 
assortment of five Mixettes plus four 
other appliances. A red and gold 
header features the Hamilton Beach 
five year guarantee. Highlight of the 
display is its compactness. Free to 

250—“FLEXORAMA 600” WALL CASE FIXTURE features three-foot, per- ‘dealers who order nine appliances 
forated shelves for instant binning and a limitless variety of shelf arrange- through distributors. 

ment. Any color scheme can be accommodated since there is a choice of six For Details Circle 252 on INQUIRY CARD 
decorator-approved colors for the back panel as well as the shelves. Choice 

of either wood or metal.—Streater Industries, Inc. 





There's still time to cash in! 


IT 


F brings you the 


BONUS BUYS 
of the YEAR, 


























5-PC. BRASS 
ENSEMBLE 


CLOG-PROOF 


WIRE STRAINER ; 
Look at the price! 


We're practically 


EIGHT SIZES giving this ensemble 
P away! 


only ge 


STRATAFLO Foot and Check | Whréte tor colorful 12-page 


Valves end leakage troubles, save BONUS BUY CATALOG crammed 
wear and tear on pump and save | full with red-hot values! 
their cost in service calls. They are 
ideal for jet-type pumps. 


Write for Bulletin 1003 or telephone 4 1S i Li 
James Tannehill, Harrison 3313 today. : 
STRATAFLO PRODUCTS, INC. MFG. CO. 


Write for Catalog Fort Wayne, indiana 5 4865 SAN FERNANDO ROAD WEST «+ LOS ANGELES 39, CALIFORNIA 
For Details Circle 32 on INQUIRY CARD For Details Circle 33 on INQUIRY CARD 
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Many pump maonufac- 
turers use Strataflo as 
original equipment. 











TO RECEIVE ANY OF THIS PRINTED MATTER CIRCLE 
NUMBER ON INQUIRY CARD PAGE 34 


RUHMANN’S DELUXE’ TRIM- 
MERS AND EDGERS, Models 15-A 
(Rope) and 15-Ar (Recoil) are fea- 
tured in a 4-color catalog sheet of- 
fered by G. E. Ruhmann Mfg. Com- 
pany. Models 15-A and 15-Ar have 
stand up hand-operated controls to 
switch from edger to trimmer in 
seconds, retractable cutting blades, 
extra lever on handle for raising and 
lowering the cutter head while edg- 
ing. Back page gives the Ruhmann’s 
parts list for models 15-A, 34-H and 
17-S, 183G, 13GR and 14E. 
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SUPPLEX complete 1958 line of re- 
inforced and non-reinforced garden 
hose is covered in colorful catalog 
sheets now available from Supplex 
Company. The catalog sheets con- 
form to the specification of the Na- 
tional Wholesale Hardware Associa- 
tion and describe the Supplex flexible 
sprinkler including a description of 
the new, unique reel on which sprin- 
kler is packed. 
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TV BLUE BOOK for 1958 put out 
by the National Appliance Trade-In 
Guide Company includes feature ar- 
ticles by the nation’s leading dealers 
on servicing, advertising and mer- 
chandising used TV. Also included 
are helpful hints on trade-ins and 
color. Purpose of book is to help 
industry stabilize trade-in allowances 
and dealer profits. 
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FULL LINE OF TEXAS STYLE 
BARBECUES AND BRAZIERS for 
festive patio living are covered in a 
catalog sheet issued by Hirsh Manu- 
facturing Company. Full details of 
size and prices are included. All 
models have easy adjustable raise 
and lower chrome plated grille, and 
are finished in high heat resistant 
copper-lyte. 

For Details Circle 199 on INQUIRY CARD 
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FALL TOOL BULLETIN crammed 
with nearly 500 items that builders, 
contractors and workmen need to 
work comfortably all winter with a 
minimum of lost workdays has been 
issued by the Goldblatt Tool Com- 
pany. The book features heaters, 
clothing, and new tools to make win- 
ter work easier. Included in the 32- 
page bulletin are more than 10 dif- 
ferent types and sizes of salamanders 
and on-the-job heaters. 
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TOOL CATALOG, and eight-page 
condensed version of the full Parco 
tool line, especially prepared for the 
plumbing, heating-air conditioning, 
and electrical trades, is being offered 
by Price & Rutzebeck. Among stand- 
ard tools illustrated are the “Grip 
Rite’ Angle Head, “Handy Angle” 
Saw and attachments, a range of 
plumbers’ and fitters’ complete boring 
sets, and Planetor “Magic Feed” port- 
able bits. 
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ELECTRICAL PRODUCTS and 
fastening devices are included in this 
38-page catalog published by Holub 
Industries, Inc. More than 400 items 
are illustrated and described includ- 
ing plastic screw anchor kit, lead 
anchor kit, “Lok-It” wire connector 
wrench for Bakelite “screw-on” type 
wire connectors, nylon cable clamps 
and “Tape-Mate” fish type winder. 
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HASTY BAKE PORTABLE 
CHARCOAL RANGES for outdoor 
cooking are well illustrated in a four- 
page brochure issued by the Hasty- 
Bake Mfg. Co. Firm’s eight models 
for broiling, roasting, smoking, bak- 
ing and frying are shown in the bro- 
chure. These include ranges for 
hunting, fishing, camping, etc. 
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RED DEVIL TOOLS is offering an 
80-page, two-color catalog to hard- 
ware wholesalers and dealers describ- 
ing more than 150 hand tools and 
electric machines. Tools described 
and illustrated include wood scrapers, 
putty knives and wall scrapers, glass 
cutters and hardware specialties. In 
addition to tools, catalog contains 
photos of several merchandising aids 
as well as hints on the use of many 
tools listed in catalog. 
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COMPLETE technical data and 
specifications of Lascolite Fiber Glass 
Panels are contained in a new folder 
prepared by Lynch Asbestos Co. Also 
listed are seven different Lascolite 
shapes and the 13 different colors 
available along with pictures of the 
more popular Lascolite installations. 
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MASONRY ROTARY DRILLS, 
hardened by the nitriding process, are 
described and illustrated in a catalog- 
bulletin offered by Termite Drills, Inc. 
Literature includes complete line of 
Termite rotary masonry drills, Tip 
Top single cutter drills, prices and 
specifications. 

For Details Circle 206 on INQUIRY CARD 


ORNAMENTAL CATALOG 
PAGES regarding the firm’s line of 
mailboxes and posts has been made 
available by Southern Fabricators 
Corp. Mailboxes and posts are of 
rust-proofed wrought iron in attrac- 
tive black enamel finish and brass. 
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SALES AID to dealers distributing 
the Sturdy Tool & Hardware Corp. 
line, is the “Pluto Twist Drills and 
Taps” catalog in two colors describ- 
ing special tap kits and assorted drill 
kits. 

For Details Circle 208 on INQUIRY CARD 
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New Cradled Decorator Casseroles 
And Beverage Servers Get 


BIG CHRISTMAS 
PUSH BY PYREX 


Seven big-profit items featured in 
full-color ads in national magazines! 


Here's the latest word in smart, glamorous new 
gifts by PYREX — designed to get you a lot 
more business this Christmas season. They are 
products your customers will be proud to give 
and to receive. So stock and display this new 
PYREX ware prominently for more profits! 


\ 
New PYREX Cradied Dec- 
orator Casserole. Tur- 


quoise with white pat- 
tern. 24 qts., $5.95. 





New PYREX DeLuxe 
Carafe with electric 
warming tray. Holds 
12 cups. $9.95. 


New PYREX Cradled 
Space-Saver Casserole. 
Yellow with black 
pattern. 2 qts., $4.95. 





PYREX Instant Coffee and 
Tea Maker, with or 
without warmer. Prices 
from $3.95 to $6.95. New PYREX Cradied Dec- 
orator Casserole. White 
with black pattern. 
Holds 1% quarts. $3.95. 





New PYREX Carafe with 
or without brass-plated 
base and candle warm- 
er, $2.95 to $4.95. 


New PYREX Cradied Cas- 
serole. White. Has 
brass-plated cradle. 
114 qts., $2.95. 


CORNING GLASS WORKS, CONSUMER PRODUCTS 


DIVISION, CORNING, N. Y. 
VISIT THE CORNING GLASS CENTER, CORNING, N, Y. 
“PYREX" is a registered trademark in the U. S. of Corning Glass Works, Corning, N. ¥. 
For Details Circle 25 on INQUIRY CARD 
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Multiply 
your rental 
prospects 


Here’s a new rental machine that does the work of 2 for the price of 1. 
Converts from floor maintenance work to rug scrubber in only 3 minutes 
-.. greatly increases rental possibilities. The JW12 rents for 


@ Floor polishing, waxing, buffing, scrubbing, steel wooling 
@ Rug and Carpet shampooing 


All these uses give you prospects for sales of wax, floor stain, steel wool, 
shampoo, and many other items. 


_—" 
Conversion from polisher to scrub- >} . 
ber is quick, easy job—you or customer ™ 
can do in 3 minutes. Yet, the new multi- 
purpose Holt JW12, with tank, shampoo 
brush and all other attachments, actu- 
ally costs less than competitive, one- 
purpose scrubbers. Makes big hit with 
customers (especially women) because 
it handles easily, stows between car 
seats, gives floors, rugs and carpets 
air of professional care. For full story 
on this easy-to-rent Holt JW12, mail 

coupon now. 
SALES AND SERVICE CENTERS IN MAJOR CITIES. 


UG, MANUFACTURING CO. 


BETTER FLOOR MACHINES 
569 - 20th St., Oakland 12, Calif., or 272 Badger Ave., Newark 8, N. J. 


Attachment for adjusting 
brush to deep pile 
of rugs and carpets. 


30 


FOR MORE THAN 30 YEARS 


HOLT MFG. CO. Dept. K-11 
669 - 20th St., Oakland 12, Calif., or 272 Badger Ave., Newark 8, N. J. 


Please send me detai!s on Holt JW12 for rental use. 


NAME POSITION 








FIRM 





ADDRESS. 
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SPORTS SHORTS 





Gudebrod Sales Meet 


Westerners were represented at the 
three-day Gudebrod sales meeting 
held in Philadelphia, Penn., recently 
to formulate sales and promotion 
plans for Gudebrod fishing lines. 

They included T. K. Prime (Ari- 
zona, New Mexico); J. V. Martin, 
(California, Nevada, Oregon, Wash- 
ington, Montana, Utah, Idaho, Wyo- 
ming and Colorado); and S. R. Howell, 
manager of the Los Angeles office. 


NSGA Show Feb. 2-6 


A total of 496 exhibitors have been 
assigned space to date at the 1958 
National Sporting Goods Association 
Convention and Show which will be 
held in Chicago, February 2-6. 

Site of the 27th annual affair will 
be at the Hotel Morrison. 


New Dealer Program 


A NEW DEALER FRANCHISE 
PROGRAM has been instituted by the 
Dakin Gun Company, San Francisco. 
The firm has announced that Dakin 
shotguns shall be sold only through 
a selected list of franchised dealers. 


A Real Whopper! 


WORLD RECORD CATCH was set by 
James Kawaoka, Los Angeles, when 
he recently landed a 247-pound Cali- 
fornia black sea bass bettering the 
old mark of 148 pounds set in 1954. 
Using light tackle and 20-pound West- 
ern “W-40” monofilament line, Kawa- 
oka fought the monster for one hour 
and 12 minutes off Coronado Islands. 
Frozen squid was the bait. 








268—“MOBILE UNIT” hunting dis- 
play suitable for store or window con- 
sists of five vari-shaped cards con- 
nected by cords and designed to hang 
from above. Reproduction of big 
game, wildfowl and upland game 
add to display’s attractiveness.—Win- 
chester-Western. 


= ocean Cy 


269—GOOD LOOKING, all metal dis- 
play units for rods and reels for fish- 
ing tackle dealers. Compact green and 
yellow display stand takes only 3% 
feet of floor space, and has rubber 
“fingers” that hold up to 20 rods.— 
American Tackle and Equipment Co. 








UP Sales and Profits (> 
in Tinware with 3 


be" § ~ 4 
\e ) ; é 


ie 
Sy 


=) QUALITY LINE 
of 
BRIGHT WIRE 
GOODS 


Larson Bright Wire Goods 
are packaged in extra heavy 
tan kraft boxes. Yellow la- 


bels with half tone il- 
CG=»>))) lustrations are used giving 


complete information. 

All Larson products are 

100% sorted and inspected. 
A Larson’s Bright Wire 


goods fit the need of 
See Your Jobbber or Write to 


CHAS. O. LARSON CO. 
STERLING + ILLINOIS 
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nationally advertised’ «47° 


MOULI LINE 


THE MOST PROMOTED 
PRODUCT IN THE 
COUNTRY! 


KING SIZE 
SALAD MAKER 
SLICES + CHOPS + SHREDS + GRATES 


Non-slip rubber tipped fold-away legs 
‘ . won't scratch . . . save space 


Individually pockaged in $498 
multi-color display carton RETAILS 


MANUFACTURING CORPORATION 
For Details Circle 27 on INQUIRY CARD 
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SPORTS LITERATURE 





i 


SPRING AND SUMMER sports 
equipment is featured in the new 32- 
page catalog just issued by The Dra- 
per-Maynard Co. A newly-styled line 
of gloves and mits autographed by big 
league baseball stars is highlighted. 
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RELATIVELY NEW fishing infor- 
mation is included in a 12-page book- 
let entitled “Fishing Tips” issued by 
Johnson Motors. Aimed at the man 
who derives his pleasure on the water 
from fishing. Contents include tips on 
keeping fish fresh, best time to go 
fishing, trolling, finding fish with an 
outboard, fishing in the weeds, re- 
trieving snagged lures, night fishing, 
ete. 
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Tackle Sales Aid 


A dealer promotion unit to pro- 
mote sales of 12 “Starless” drag reels 
is offered by the American Tackle 
and Equipment Company. The unit 
consists of a reel display tag, window 
streamer, folders describing the prod- 
ucts and its operation and adjustment 
for distribution to customers, and a 
leaflet explaining the best method of 
demonstrating the new “Starless” 
drag control. 


Wildlife Citation 


Dr. Edward L. Kozicky, director of 
conservation for Olin Mathieson 
Chemical Corporation, has _ been 
awarded a citation for “meritorious 
service” in recognition of his work on 
wildlife conservation. The citation 
was presented by Fred A. Seaton, Sec- 
retary of the Interior. 


NOVEMBER 1957 


BOOKS—For Sale and Resale 


OUTBOARD DEALER Trade - In 
Guide for 1958, better known as the 
Blue Book of the outboard motor in- 
dustry is used by the dealer in de- 
termining trade-in motor values and 
identity. The 167-page book, issued 
by the Abos Publishing Co., lists data 
on model identification, serial num- 
ber, horsepower, fuel capacity, piston 
disp., etc., Price is $2.50. 
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’ GENERAL LOGISTICS ' 


Hardware Section, 990 So. Fair Oaks, Pasadena, Calif. 


) OS Sa 
Company —— 


Address__. 


“HOW TO REPAIR’ APPLI 


ANCES” is a practical 144-page book 
aimed at the American family who 
today own between 40-50 electrical 


appliances out of a total of 97 avail 
able. There are more than 300 illus 


trations and photos covering washing 


machines, clothes dryers, refrigera 


tors, vacuum cleaners, fans, mixers, 
toasters, irons and other appliances. 
Issued by Arco Publishing Company 


for $2. 
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WEBLOCK ( )  ROPELOCK ( ) 
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SELL PROFITABLE, FAST 


WEBLOCK STRAP 


SS BAL 


Pull to tighten 
load is fastened 








mae 


MOVING AEROQUIP 
WEBLOCK STRAPS... 


the only popular price strap assembly that 
tightens with a pull... releases with the touch 
of a finger... never requires threading. 

Free Self-Sell Display Rack... holds 60 straps 
... yours at no cost with purchase of 

the assortment of 30”, 4’, 6’ and 9 straps. 


Holds loads, lug- 
gage, storage, in 
home, business, or 
travel. 


ROPELOC K holds rope without knots... 
secures any load to 500 Ibs. with 5,” Manila rope; 
800 Ibs. with nylon rope. Tension and cam 
locked...no springs...unlocks with finger pressure. 


Assortment of 12 packed in self-sell 
counter display box. 


WEBLOCK & ROPELOCK are Aeroquip trademarks 


A DIVISION OF 


CORPORATION 





990 South Fair Oaks Avenue, Pasadena, California 
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ABOUT 


PEOPLE 
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LOS ANGELES POT AND KETTLE CLUB officers were installed at the 
club’s annual luncheon recently. They are, from left, Howard Whitney, Adam- 
Whitney Co., treasurer; Frank Ferris, Calcot Co., recording secretary; Dave 
Neilson, Charles G. Putnam Co., president; Jackson Badham, III, Hoffman 
Hardware Co., 2nd vice president; Carl Hobson, Harper & Reynolds, national 
president of Associated Pot and Kettle Clubs who was a guest; Richard 
Howard, Harper & Reynolds, 1st vice president; and W. R. McGibbons, A. 
Walt Runglin Co., corresponding secretary. 


QUARTET WITHOUT A BARBER SHOP—Directors of Trade Shows Ltd., 
from left, George Pascoe, Justin Slaff, Jim Wilkins and Charles A. Blackburn, 


Jr., plan the next breakfast meeting to be held during the Jan. 19-24 market 
in Los Angeles. 


Returns 

To West 

As Secretary 
Of ASAHC 


George P. Merrill is resigning as 
general sales manager of Stanley 
Hardware, effective January 1. It was 
announced by Russell J. Willoughby, 
vice president of The Stanley Works 
in charge of the hardware division. 
At that time, Mr. Merrill will leave 
the firm after nearly 22 years of ser- 
vice to take up new duties as execu- 
tive secretary-treasurer of the Amer- 
ican Society of Architectural Hard- 
ware Consultants in the Society’s 
headquarters to be located in Cali- 
fornia. 

A prominent member of the Society, 
Mr. Merrill was elected president of 
the organization in 1948, and has 
served on either the board of direc- 
tors, or, on the executive committee 
for the last 13 years. 

Speaking for management, Mr. 
Willoughby stated, “Mr. Merrill has 
made many contributions during his 
association with Stanley Hardware 
which have been major factors in the 
growth of the division. We regret his 
leaving and wish him every success 
in his new position. His wide knowl- 
edge of builders hardware, and his 
broad acquaintanceship in the hard- 
ware field will enable him to serve the 
entire industry.” 


To Head Blazon Sales 


C. E. McDermott, president of 
Blazon, Inc., Akron, Ohio has an- 
nounced the appointment of Robert 
(Bob) H. McGraw as general sales 
manager. 

Mr. McGraw for the last four 
years has been general sales man- 
ager of Monark Silver King, bicycle 
manufacturers, in Chicago. 
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Paint Firm 
Names Manager 


Jack 
Robinson, Jr. 


SOUTH SAN FRANCISCO — The 
appointment of Jack Robinson, Jr., 
to be manager, Interlux G.M. and 
Trade Sales Division was announced 
by International Paint Co. (Califor- 
nia) Inc., this date. Robinson brings 
to his new position 25 years experi- 
ence in every phase of paint manu- 
facturing and dealer sales. His last 
five years with the South San Fran- 
cisco firm includes service as Chief 
Chemist in charge of research for 
International Paint (California) Inc., 
as well as sales management. 

Before joining his present firm, Mr. 
Robinson was with Pacific Paint & 
Varnish, McClosky Varnish Company 
and the Glidden Paint Company. 


Handy-Hannah 
Names New 
Sales Head 


Stanley G. Fisher, vice president of 
sales for Landers, Frary & Clark and 
subsidiaries, announced the appoint- 
ment of Maurice F. Moriarty as sales 
manager of the Handy-Hannah Prod- 
ucts Corporation with headquarters 
in Whitman, Mass. In this capacity 
he will be responsible for national 
sales, advertising and customer rela- 
tions for all products manufactured 
by the company. 
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SPRAY PAINT 
INDUSTRY’S 
first full carload 
order, the largest 
individual order 
ever placed for 
spray paint, left 
the Sycamore, 
Illinois freight 
yards recently. 
The car (right) 
contains more 
than 45,000 cans 
of Seymour 
Spray - Pack 
enamel and is 
consigned to 
Budrow Hard- 
ware, Los Angeles. 


Maytag Appoints Manager 


COLORADO SPRINGS — Don M. 
Harris has been named Maytag re- 
gional manager for western Colorado, 
it was announced by L. M. Bildstein, 
president of the Maytag Rocky Moun- 
tain company, distributor of Maytag 
appliances in the Mountain states. 
Mr. Harris will serve franchised 
Maytag dealers in 29 counties in 
western Colorado, two counties in 
Utah and one in New Mexico. 


Peters Joins Werner 


William H. Peters has just joined 
the executive sales staff of the R. D. 
Werner Co., Inc., 295 Fifth Avenue, 
New York N. Y., as products division 
manager of the company. He will di- 
rect the company’s sales of ladders 
and stages nationally to hardware 
and other markets. 


Grannis Takes Over 


¢ 
: 
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© 
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NEW P & K PRESIDENT Richard 
Grannis (right) officially takes over 
the reigns of the San Francisco club 
from Arthur Nusbaum (left) at the 
Pot and Kettle’s installation dinner 
held at Fisherman’s Wharf. Seated 
are, from left, Mrs. Nusbaum and 
Mrs. Grannis. 


Totem Holds Fall Show 


SEATTLE—The Totem Wholesale 
Hardware Company held their Fall 
Gift and Housewares Show on Sept. 
15 and 16 in their new plant at 4400 
Fourth Avenue South. 

According to Lee Ahroni, President, 
“We had dealers attending from all 
parts of the State of Washington and 
we were pleased with the results of 
this Show. We found that buying was 
not limited to any one particular 
group of items, but rather that the 
dealers bought across the board. In 
other words, they were buying both 
their Fall needs as well as their gift 
and housewares that they would be 
using as Christmas approaches.” 

Packaging seemed to impress deal- 
ers more than ever. Price was not a 
great factor, says Mr. Ahroni, “As 
we sold both the highest quality and 
the medium grade of merchandise in 
about equal quantities.” 

About 30 factory representatives 
helped the wholesale organization 
with their 75 exhibit booths. Door 
prizes and entertainment were offer- 
ed to the more than 100 dealers that 
attended. 


Kentile Opens Warehouse 


LOS ANGELES — Kentile, Inc., 
manufacturer of resilient tile floor- 
ing, has further expanded its facili- 
ties here by opening a warehouse at 
2834 Supply Avenue. 

The $380,000, one-story concrete 
structure, located in the heart of 
bustling Los Angeles, will serve as a 
sales headquarters as well as a ware- 
house. The new facility has been 
under construction for one year. It 
occupies 45,000 square feet of space 
along Supply Avenue and is within 
the city limits of Los Angeles. 


Kraeuter S.M. Named 


Joseph Buhler has been appointed 
national sales manager of Kraeuter 
and Company, Newark, N. J., manu- 
facturer of hand tools, according to 
Joseph Zelenka, vice-president and 
general manager of the concern. Mr. 
Buhler has been associated with 
Kraeuter for more than 12 years as 
a salesman. 
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NEW 


KLEIN 


CATALOG 
FOR 
e LINEMEN 
e ELECTRICIANS 
e INDUSTRY 

















100 years ago in 1857, Mathias 
Klein opened a little forge shop in 
Chicago. Out of this has grown the 
national institution known as 
Mathias Klein & Sons. 

To dramatize this 100 years of 
service to industry, Klein has pre- 
pared a completely new catalog. 

It contains illustrations and de- 
scriptions of the wide range of pliers, 
grips, climbers, belts, safety straps— 
the tools and equipment needed by 
linemen, electricians and industry. 

A new feature is a section giving 
the dimensions of each plier—length 
of handle, length of cutting knives, 
width of head, size of point, etc. 

This Klein Catalog No. 100 will 
be of interest to linemen—electricians 
—good workmen everywhere. A copy 
should be in the hands of every pur- 
chaser of good tools. Write for yours. 
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SCHEDULE OF CONVENTIONS AND SHOWS 


Nov. 4-6 70th ANNIVERSARY MEETING OF NATIONAL 
PAINT & VARNISH & LACQUER ASSN. at Sheraton 
Park & Shoreham Hotels, Washington, D. C. (NPVLA, 
1500 Rhode Island Ave. N. W. Washington, D. C.) 


CHICAGO NATIONAL GARDEN SHOW, at North Hall 
of Navy Pier & Hotel Morrison, Chicago, Illinois (Garden 
Supply Merchandiser, 1901 St. Paul St., Baltimore, Md.) 


NATIONAL HOUSEWARES EXHIBIT at Navy Pier 
and Drill Hall, Chicago. (National Housewares Manu- 
facturing Association, Dolph Zapfel, Merchandise Mart, 
Chicago, Ill.) 


INDEPENDENT HOUSEWARES EXHIBIT at the 
Morrison Hotel, Chicago. (Independent Housewares Ex- 
hibit, Inc., 8 S. Dearborn St., Chicago 3, Ill.) 


NATIONAL ASSOCIATION OF HOME BUILDERS 
13th ANNUAL CONVENTION & EXPOSITION at the 
Conrad Hilton and Sherman Hotels and Chicago Coliseum. 
(National Association of Home Builders, 111 W. Jackson 
Blvd., Chicago 4, Ill., Chairman—Paul S. Van Auken.) 


46th CALIFORNIA GIFT SHOW at the Ambassador and 
Biltmore Hotels, Brack Shops, Merchandise Mart, Indi- 
vidual Showrooms. (Trade Shows Ltd., Los Angeles Bilt- 
more Hotel, 672 S. Lafayette Park Place, Los Angeles 57, 
Calif.) 


THE MOUNTAIN STATES HARDWARE & IMPLE- 
MENT ASSOCIATION CONVENTION at the Cosmo- 
politan Hotel, Denver, Colorado. (Francis W. Reich, 1233 
Spruce St., Boulder, Colorado.) 


17th LAMP, PICTURE AND ACCESSORIES SHOW at 
the Los Angeles Biltmore Hotel, 672 S. Lafayette Park 
Pl., Los Angeles. (Trade Shows Ltd., Los Angeles Bilt- 
more Hotel, 672 S. Lafayette Park Place, Los Angeles.) 


PACIFIC NORTHWEST HARDWARE & IMPLEMENT 
ASSOCIATION MEETING, Portland, Oregon. (Mal- 
colm Smith, Managing Secretary, 210 Empire State Bldg., 
Spokane, Wash.) 


NORTH COAST RETAIL HARDWARE ASSOCIATION 
HARDWARE INDUSTRY SHOW & CONVENTION at 
Portland Masonic Temple, Portland, Oregon. (NCRHA, 
Martin W. Danko, Mg. Director, Route 12, Box 109, 
Tacoma, Washington.) 


WESTERN CHINA, GLASS GIFT, JEWELRY, TOY, 
STATIONERY & HOUSEWARES SHOW at the Civic 
Auditorium, Sheraton Palace, St. Francis & Sir Francis 
Drake Hotels and Western Merchandise Mart, San Fran- 
cisco. (Kay Leber, Western Merchandise Exhibitors As- 
sociation, 1355 Market St., San Francisco.) 


WINTER MARKET at the Western Merchandise Mart, 
San Francisco. (A. Cameron Ball, Western Merchandise 
Mart, 1355 Market St., San Francisco, California.) 


CALIFORNIA RETAIL HARDWARE ASSOCIATION 
CONVENTION & SHOW at the Civic Auditorium, San 
Francisco. (Krueger B. Jacobsen, 122 Ninth St., San 
Francisco, Calif.) 


MARSHALL WELLS CONGRESS FOR PORTLAND 
BRANCH at Multnomah Hotel, Portland, Oregon 


PACIFIC SOUTHWEST HARDWARE ASSOCIATION 
CONVENTION & SHOW at Long Beach Municipal Audi- 
torium, Long Beach, Calif. (PCHA, Otto H. Grigg, Mg. 
Director, 1519 So. Garfield, Los Angeles 22.) 


MARSHALL WELLS CONGRESS FOR SPOKANE 
BRANCH, Spokane, Washington 
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BIG NAME 
BUN T—Bis 
grand prizes will 
be awarded in 
National Paint’s 
“*‘Name the 
Color” contest as 
Partof Na- 
tional’s fall and 
winter building 
promotion. Mel 
Spellens (left), 
president of Na- 
tional Paint and 
Bill Franke, ac- 
count executive 
at Tilds & Cantz 
advertising 
agency, are sur- 
rounded by prizes. 


DeWalt Announces Shifts 
In Sales Department 


DeWalt Inc., subsidiary of Amer- 
ican Machine & Foundry Company, 
and manufacturer of woodworking 


Rolo) & e*e 


about Opal S greatest 
profit builders... 
4 new choose-your-size 
‘“‘rack-and-roll”’ deals 


Now OPAL Insect Wire Screening 
adds new flexibility to its proved 
profit-building dispensing rack 
and screening deals. Now, you can 
select your type of rack and also 
the widths of screening most 
called for by your customers. 


Bushnell Aims at Canada 

VAN COUVER, B. C.—Formation 
of a new Canadian enterprise, Bush- 
nell Optical of Canada, Ltd., has 
just been announced by David P. 
and metal cutting equipment for home Bushnell, President of D. P. Bush- 


and industry, has appointed three nell & Co., Ine., Pasadena. The = 
new sales executives. Thomas E ganization is headquartering at 1956 


And look at the low, low prices! 
Better call your distributor be- 
fore they go up... or mail coupon. 


Berry has been named assistant gen- 
eral sales manager in charge of field 
sales personnel training and develop- 
ment. In addition he will be respon- 
sible for @ealer personnel training in 
connection with dealer schools con- 
ducted by DeWalt. 

C. B. Hull has been appointed as- 
sistant general sales manager re- 
sponsible for internal sales opera- 
tions. He will also serve as an ad- 
visor to management on market con- 
ditions and general sales policy. 

Marlin R. Boyer has been named to 
the position of sales promotion man- 
ager. In his newly created position, 
Mr. Boyer will be responsible for the 
coordination of DeWalt product pro- 
motion at national trade shows and 
exhibits, and deployment of salesman- 
demonstrators as part of a new sales 
plan for DeWalt dealers. 


Cyclone Enters New Field 


By weaving strands of glass to- 
gether, the Cyclone Fence Depart- 
ment of U. S. Steel’s American Steel 
and Wire Division has entered a new 
field of manufacturing. The Cyclone 
is the first steel products plant to 
produce Fiberglas screening. 

Although the process is similar to 
wire screen manufacturing, the Cy- 
clone personnel are learning a new 
language as well as new techniques. 
The Fiberglas material or “yarn” con- 
sists of 408 glass filaments 15 times 
finer than human hair, yet having 
tensile strength measuring over 250,- 
000 pounds per square inch. The fila- 
ments are twisted into fine strand that 
retains the qualities of pure glass, but 
is flexible in nature. 
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West Broadway, Vancouver, B. C., 
and has warehouse stocks of Bushnell 
Riflescopes, Binoculars and Photo- 
optics for distribution to regional 
jobbers throughout Canada. 

The news is closely tied-in with a 
recent report that the company had 
separated its domestic and foreign 
executive functions. 

Mr. Bushnell, who will take com- 
mand of distribution abroad, stated 
that the strong move into Canada re- 
flects the general optimism his com- 
pany feels toward foreign market de- 
velopment. And that, in fact, the 
new Canadian firm will create a 
precedent for establishing company- 
owned affiliates throughout the west- 
ern world. 


New Maytag General S.M. 


Gerald E. Ankeny has been named 
general sales manager of the Maytag 
Company, it was announced by Claire 
G. Ely, vice-president-elect in charge 
of marketing for the appliance manu- 
facturing firm. 

Mr. Ankeny, who has been assis- 
tant sales manager, succeeds Mr. Ely, 
who recently was elected vice-presi- 
dent to succeed Roy A. Bradt upon his 
retirement Sept. 1. 


Thor Appoints S. M. 


A. V. Moroz has been appointed 
electric stool sales manager for the 
Chicago branch of Thor Power Tool 
Company, succeeding Arthur H. Nel- 
son, who’has retired after 23 years 
with the firm. Moroz joined the Chi- 
cago branch of Thor as service engi- 
neer in 1954. 


Deal No. 2A Space-soving single-sided Aluminum 
Rack (not shown) with five 100-ft. rolls of OPAL Alumi 
num Screening (1267 sq. ft.). Your choice 26”, 28° 

30”, 32”, or 36” widths. Price $141.45° (Rack only- 
$39.95 f.0.b. Factory) 


Deal No. 3A Double-sided Aluminum Rack with five 
100-f. rolls OPAL Aluminum Screening and five 100-ft 
rolls OPAL Galvanized. Your choice above widths. Price 
$221.25°* (Rack only—$52.95 f.0.b. Factory 


Deal No. 4A Double-sided rack with ten 100-ft. rolls 
OPAL Aluminum Screening. Your choice above widths 
Price $244.25° 


Deal No. 5A Double-sided rack with ten 100-ft. rolls 
OPAL Galvanized Screening. Your choice above widths 
Price $201.25° 


* Freight prepoid and allowed west of Rockies 
od TA America’s fastest-selling 
if) quality screening. 
Use this coupon today! 
Please hove distributor in my territory contact me on 


Rack Deal No 


COMPANY 


STREET 


Mail coupon to: 


NEW YORK WIRE CLOTH CO. 


York, Pennsylvania 
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MORE NEWS 


Northwest 
Rep. Firm 
Is Formed 


PORTLAND—Bruce Benz, formerly 
Western manager of Apex Electrical 
Manufacturing Company for the last 
three years has formed a manufac- 
turing representative firm called 
Bruce Benz Company, 8006 S.E. Reed 
College Place, here. 


The firm will cover Oregon, Wash- 
ington, Idaho, and British Columbia. 
Simultaneously the firm was appoint- 
ed to represent Air Control Products 
Company, Inc., Coopersville, Michi- 
gan, handling all three divisions of 
the firm, Air Control Products, Leigh 
Building Products, Universal Metal 
Products. 


He started in this field in Seattle, 
Washington working for Robinson 
Distribution Corporation and later a 
manufacturers’ agency firm. 


Ohlsen Named Pacific 
Northwest S.M. 


SAN FRANCISCO — Mr. Ohlsen 
has been appointed district sales man- 
ager for the Pacific Northwest district 
for Orangeburg Mfg. Co., Inc. His 
offices will be in San Francisco. He 
will cover the states of Montana, Colo- 
rado, Utah, Oregon, Washington, 
Idaho, and Wyoming. He was for- 
merly with the Colorado Fuel & Iron 
Company for seven years in the sales 
promotion division in that company’s 
hardware department. 


Agency Started By Tambort 


SAN FRANCISCO — David Tam- 
bort who has been associated with 
manufacturers’ agency concerns for 
the past 12 years has started David 
Tambort and Associates at Western 
Merchandise Mart here. He will rep- 
resent Rembrandt Hardware Manu- 
facturing Co., and Master Crafter 
Clock & Radio Co. in California, Ore- 
gon, Washington, Idaho, Montana, 
Nevada, Arizona, and New Mexico. 
Gilbert Shay, Seattle, has become as- 
sociated with Mr. Tambort and will 
call on accounts in the Pacific North- 
west. 

Mr. Tambort was formerly asso- 
ciated with the Harry Solomon Com- 
pany in San Francisco for the last 
six years. 


New Weber Showcase V.P. 


LOS ANGELES—Don Smiley, op- 
Honey- 
comb Company of America, has been 
named vice president in charge of 
manufacturing for Weber Showcase 
& Fixture Co., Inc., according to an 
Black, 


erations vice president for 


announcement by Alexander 
executive vice president. 


Mr. Smiley replaces Fred Weber, 
brother of president Karl Weber and 
son of the founder, who is retiring 
to his ranch near Solvang but who 
will continue to serve on the board 


of directors. 


Mr. Smiley is not new to Weber 
Prior to his four years 
with Honeycomb, he spent 10 years 
with Weber in charge of special con- 
tracts, plant engineering, tooling and 


Showcase. 


plant maintenance. 


McNeely Joins Toro Corp. 


William D. McNeely has 


president. Mr. McNeely will be 


charge of market research, sales plan- 
ning, dealer and consumer studies, es- 
tablishment of product quotas, and 
of distribution 


reviewing problems 
for the power mower manufacturer. 





Write for Free Literature 
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Molly Corp., Reading, Pa. 





AND SELL QUALITY | 





fy 
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st 


| Order from your jobber 
| THE BREARLEY COMPANY 


SPRINKLERS | 


CouNnsELor 


BATH SCALES 


IN 
SALES! 





ROCKFORD, ILLINOIS 


World's largest producer of bath scales! 
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MARSHALLTOWN TROWEL COMPANY e« MARSHALLTOWN, IOWA 
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been 
named director of sales planning and 
research for the Toro Manufacturing 
Corp., Minneapolis, Minn., it was an- 
nounced by Robert W. Gibson, vice 








perfect target for 
PROFITS.. 
SANDVIK 
BOW SAWS 


wees 


World’s 
Largest 
Seller! 


Sandvik STEEL INC. 


Saw & Too! Division 
1702 Nevins Road, Fair Lawn, N. J 
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A real help 
for salespeople 


CHINA 
and 
GLASS 


By H. 9. Wilson 


This 56-page booklet reveals 
sales and merchandising ideas 
for all types of dinnerware, 
glassware and table acces- 
sories. It also gives the his- 
torical background, manufac- 
turing methods and window 
and in-store display ideas. 


Get this excellent sales aid, 
today. Send 25 cents for each 
booklet to... 


HARDWARE WORLD 
SERVICE BUREAU 


1355 Market Street 
San Francisco 3, Calif. 
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OPEN HOUSE was held by the 
Trewax Company Nov. 2-3 at the 
Trewax Company Culver City fac- 
tory in celebration of the company’s 
eighth anniversary. Harry Fox (left), 
president, is set to cut the cake while 
Jerry Fox, general manager, looks on. 
All Western dealers were invited to 
the party. 


HIPShow Outgrows Hotel Space 


The Home Improvement Products 


Show, to be held at the Sherman | 
Hotel, January 27, 28, 29, 1958, Chi- | 
cago, has already out-grown its ex- | 


hibit space. Although the show is 
only 80 per cent sold out at this time, 


Robert Pomerance, show director, | 


stated that he expected the show to 
be sold out in the very near future. 

Exhibitors of the show said that 
they believe, and believe sincerely, 


that the show will either have to go | 
to the Navy Pier in Chicago or the | 
New York Coliseum for ’59, as there 


is no hotel space large enough to ac- 
commodate this fast growing show. 

This is in keeping with the Home 
Improvement Industry itself, which 
has jumped from about a three hun- 
dred thousand dollar business to 
over a five billion dollar business 
within a few short years. The Home 
Improvement Industry is now recog- 
nized to be the fastest growing in- 
dustry in the United States. More 
than 30,000 lumberyards and hard- 
ware stores are potential distributors 
for home improvement type of prod- 
uct for the do-it-yourself man. 


Jorgensen Joins Mirra-Cote 


EL SEGUNDO, CALIF. — Robert | 
B. Webster, president, Mirra-Cote | 


Company, Inc., here, announces the 


appointment of Elmer R. Jorgensen, | 


as national sales manager of the 
vacuum metallized 
bathroom fixtures concern. 

Mr. Jorgensen leaves the post of 
sales promotion director of Desco- 
ware Corporation, Los Angeles. Prior 
to that he has served as merchandis- 
ing manager of Arvin Industries and 


before that for more than ten years, | 


director of sales, major appliance di- 
vision, Marshall Wells Company, 
Portland, Oregon. 





Flintlock -- 


Why put up with 
old-fashioned brooms? 


Like other APB products, the 
FREEWAY Push Broom, for 
example, is ultra-modern all the 
way through. Duratex plastic 
bristles are impervious to com- 
monly-used petroleum and caus- 
tic products, flush clean in water 
rinse. The FREEWAY Broom 
wears three times as long as 
ordinary highway, commercial, 
household and industrial 
brooms. Ask your jobber for 
APB brooms and brushes when 
you order. 


AMERICAN 


PUSH BROOM CO. 
114 FERN STREET 





SAN FRANCISCO 9, CALIFORNIA, ORdway 3 - 8891 
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non-tarnishing | 


HOL-DEM 


MODEL 57 “Weed Stopper” 


Best Selling FENCER! 


Clips weeds on contact 

Ends nuisance shorts 

2-Lamp signal system 
Guaranteed lightning protection 
“Saf-Tee” Chopper with circuit 
breaker 

1-Wire, any-soil stock control 
2-Tone finish, sheltered terminals 


6 Models, battery or electric, from 
$13.95 








ASK YOUR JOBBER FOR A HOL-DEM 
WEED CLIPPING DEMONSTRATION, 
OR WRITE US FOR HIS NAME. 








Hol-Dem Electric Fencer Co. 


1344 Quincy Street N. E. 
Minneapolis 13, Minn. 
For Details Circle 40 on INQUIRY CARD 
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DISPLAY CARDS 


SELL CASTERS 


Hang them on pegboards! Pile them in 
glass bins! These new cards of popular, 
inexpensive Bassick casters work hard for 
sales. 

Each card displays one set of four 
casters along with pictures of likely appli- 
cations, sales features and instructions 
for installing. That way your customers 
can see and sell themselves—a good way 
to pick up impulse sales, too. And, of 
course, all these newly carded casters are 
still also available in box packaging. 
Check your wholesaler now. THE BASSICK 
COMPANY, Bridgeport 5, Connecticut. Jn 
Canada: Belleville, Ontario. 7.24 


A. 9428S-OCE Crib or tea wagon 
caster; 2” soft rubber tread wheel 

B. 7639B-E* Standard light-duty 
15%” stem caster 

C. 5639B-E* Standard light-duty 
14%” stem caster 

D. 5629B-E* Swivio light-duty 1%4” 
plate caster 

E. 7629B-E* Swivio light-duty 154” 
plate caster 

*“Atlasite” Wheel 


SEAN (¢, 4 


SYMBOL OF EXCELLENCE 


MORE WINDS OF CASTERS . MAKING CASTFRS OF wnat 


MARIS 
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INDEX TO ADVERTISERS 





Beha . 


(This index is p as @ conv 





and not as a part of the advertising contract. Every 


care is taken to index correctly and no allowance will be made for errors or failure to insert) 





Note: Figures in parentheses () refer 
to Inquiry Card Number which can be 
circled on inquiry card on page 34 
when desiring further 
about advertisement. 


information 


A 
Amerace Corp., Supplex Co. 


American Chain & Cable Co., 
Chain Div. 


American Push Broom Co. 
American Steel & Wire Co. 
O. Ames Company 


Arvey Corp. 


The Bassick Co. 
The Brearley Co. 


Champion DeArment Tool Co. ...Second Cover 
Colorado Fuel & Iron Corp. ............ 10, 11 


Corning Glass Works 


The Eclipse Lawn Mower Co............. 6, 7 


Evans Rule Company 


The Fletcher-Terry Co. ...ccscceccscceces 


Fuller Tool Company 


General Logistics 


Grabler Manufacturing Co. 


H 


Hol-Dem Electric Fencer Co. 


Holt Manufacturing Co. 


I 
Irwin Auger Bit Co. (1) 


J 


Johnston Lawn Mower Co. 


Mathias Klein & Sons 


Landers Frary & Clark, Universal Products 31 
Chas. O. Larson Co. 





M 
Marshalltown Trowel Co. .......0.0eeeees 62 
Melnor Industries, Inc. (12) 17, 18 
Robert E. Miller & Co., Inc. 
Modern Tool & Die Co. ..........eeeeeees 
Molly Corporation 


Mouli Manufacturing Co. 


N 
N. & N. Sales Company 


New York Wire Cloth Co. 


' 


Plymouth Cordage Co. ...........-esscees 8, 


Portable Electric Tools, Inc. ............. 


Q 


Quick Manufacturing Co. .............. 3 


Red Devil Tools ... Third Cover 


Sandvik Steel Inc., Saw & Tool Div 

Geo. Scherr & @o., Inc. ........---seeeee 
Scovill Manufacturing Co. 

Strataflo Products, Inc. 


Supplex Co., Amerace Corp. .. 


T 


Turpentine & Rosin Factors, Inc. ........ 65 


U 


United States Steel Corp., Subsidiaries 
American Steel & Wire Co. 


U. S. Steel Corp. Cyclone Fence Div..... 


U. S. Steel Products, Boyco Div. ...... 


Warp Brothers (49) 
Weber Showcase & Fixture Co. 
NN SOUNDS oo oc dwinmenieliae ott oy hee 


Wilshire Manufacturing Co. 
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—because they’re tops in perform. 
ance ... tops in sales-making 
packaging . . . and tops in quality 
—a tape for every purpose! Evans 
puts dynamic merchandising 
TO PS punch on your counter... top 
profits in your till. You can’t miss 


iP with Evans—the line priced for 
mass appeal, mass sales! 


TA Pree ' ASK YOUR JOBBER NOW! 


World’s Largest Manufacturer 
RULE C0. ance ae of Steel Measuring Tapes 
Montreal, Quebec 
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5 Years onthe Market... DEPTH BOMB 


TRADE-MARK REG. U.S. PAT. OFF. 


The Modern Plumber's Helper 


Scientifically designed to push against water pres- 
sure to eject any material clogged in pipes. 
Bell-like shape prevents water from pushing back 


the sid in ordi | " 
Canute, vocmanntle 42itea thet taseia ut dit THE NEWEST WORDS IN GLASS CUTTING 
E lly ridged ter strength urability. 
wi ft re ne gpa rr pot type sink. "l UBRICONE IMPINGEMENT sd 
Even eliminates corn husks and other debris from 
garbage disposal. 

Now on the Market over 5-years. Sold U.S.A., CANADA, & HAWAII 

If not available at —— $2 95 











REG. U.S. PAT. OFF. 


Send Check or M.O. for sample postpaid $2.50 


N & N SALES CO. SMOOTHER CUTTING 
5535 Agra St. Bell Gardens, Calif. 
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LAT GWED Th MAUSER This is an exclusive FLETCHER process for penetrating 

e New a lubricous material right into the steel of the glass cutter 

/ MODEL: No 101 VERNIER wheel. hd materially increases its efficiency and lengthens its 

z cutting life. 
CALIPER FLETCHER glass cutter costs remain the same, so be 
MADE ENTIRELY sure to include these improved cutters when ordering other 
OF STABILIZED, RUST-RESISTANT FLETCHER products. 

_ STAINLESS STEEL FLETCHER putty knives, wood scrapers, point drivers, 

vacuum cup lifters and other miscellaneous tools easily build 
up a substantial order from a single source. 








NEW DULL CHROME 

VERNIER SLIDES ‘ort LONG VERNIER 

FINISHED FOR EASY READING eye crcenn 
AT NO ADDITIONAL COST 


See our consumer ads in Popular Mechanics 
ry sane ruOSeNOR- 


Request Illustrated Folder showing complete line of 3 EASY READING SCALES — 
MAUSER Toolmakers Calipers, Height Gages, Bevel Protractors veer + 1/128" - 1/10 mm 


EN GEORGE SCHERR rz) mp COnnict ine THE FLETCHER-TERRY COMPANY 


ft RP LAL OF PRECISION 


Se 200-HW LAFAYETTE ST. © NEW YORK 12, N. Y, LINSTRUMENTS 928 SOUTH STREET * FORESTVILLE, CONN. 
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DEALERS 
FAMOUS BRAND 


ECONOMICAL 


NON IRRITATING ol PAINT THINNER 


PLEASANT ODOR 

HIGH FLASH POINT 

LONG LEVELING (NO BRUSH MARKS) 
LONG WET EDGE (NO BRUSH MARKS) 


GALS., QTS., PTS., HALF PTS. 





TURPENTINE & ROSIN FACTORS, INC. 
SAVANNAH, GEORGIA 


Dealers realize greater profits through faster turnover and higher markup. Stock TANDROTINE — today ! 
For Details Circle 46 on INQUIRY CARD 
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HELP WANTED 
MANAGERS & ASSISTANT MAN- 
AGERS for large retail hardware in 
the San Fernando Valley—20 miles 
from Los Angeles. Experienced in- 
telligent people, ages 30-40, wanted 
to manage hardware, paint, house- 
wares, electrical, and plumbing de- 
partments. Excellent opportunity to 
grow with an organization that is 
growing with the West. Live in the 
fabulous San Fernando Valley with 
its year round summer. Write full de- 
tails to Box A-901, care HARDWARE 
WORLD, 1355 Market St., San Fran- 
cisco 3, Calif. 





CATALOG 

Send for our plumbing catalog with 
our low prices, we will also put your 
name on our perpetual mailing list 
to receive all of our mailings no 
charge. Seaboard Plumbing Specialty 
Corp. 1007 Atlantic Ave. Brooklyn 38, 
N. Y. 





LINES WANTED 
Manufacturers representative wants 
lines of quality to place with Hard- 
ware and Automotive jobbing ac- 
counts in Washington, Oregon, Idaho, 
Montana, Alaska and British Colum- 
bia. Address Box A-904, care HaRp- 
WARE WORLD, 1355 Market St., San 
Francisco 3, Calif. 


BOOK FOR SALESPEOPLE 
CHINA AND GLASS by H. Q. Wil- 
son, a 56-page book which reveals 
historical background, manufacturing 
methods and merchandising of pot- 
tery, dinnerware and glassware. Ex- 
cellent sales reference for sales peo- 
ple. Special price $.25 each, HARD- 
WARE WORLD SERVICE BUREAU, 
1355 Market Street, San Francisco 3. 











Announcements in this section are inserted at the rate of ten 
cents per word, including address or box number, with a minimam 
charge of $2.00 per issue, payable in advance. Send copy to 1355 
Market Street, San Francisco 3, California. 
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LUMBER, BUILDING MATERIALS, 
HARDWARE—NE Ark. Good pot. grow. 
cumty. new indus. Val franch & RE. Ask 
$52,000. Write for bro. ref. B-9295. 


HARDWARE & BUILDING MATERIALS 
—NW Fla. Estab °36. Net $21,741. Grow. 
cumty near Gulf of Mex. Excel. Clim. All 
eqpt. Owner retiring. Pot unlim. Ask $75,- 
000 for quik sale. Det. on Req. Ref. 
B-9405 


HARDWARE-AUTO SUPPLIES—NE Fila. 
Estab. °45. Hart City. Fav. Clime. Gross 
sales $22,000 6 mo. Excel pot. Val RE w/liv 
ats. Ask $76,725 Det on req. Ref. B-9431. 


BUILDERS’ SUPPLIES (HARDWARE)— 
S.E. Ga. Estab. °56. R.H. and bldgs with 
liv. qtrs incl. in sale—Loc. in east seaport. 
Ask $36,000 All eqpt in gd con. est. at 
$2207. Write B-9458. 


MERCANTILE STORE—SW Utah. Gen. 
mdse. TV-App. hdwe. clothing, hunt lic. 
Estab 1865: Nil compet. Nxt door P.O., 
bus. agcy if desired. Fine bldg-eqpt.-inv. 
Beau. smll twn, won. climate. Ideal man- 
wife deal. $13,750 dwn. Write B-24606. 


HARDWARE STORE, NW Conn. Roofing, 
plbg supp, paints. New bldg, 80x100 lot. 
Estab. ’36. Net $12,500 Ask $52,000. 


RETAIL HARDWARE STORE—N.S. N.J. 


Estab. '28. Pot. unlim. 3-floor bldg. Ask 
$60,000. Net '56 $13,261. Excel. stor. space. 
All availb eqpt in gd con. Write B-42788 


POWER TOOLS—SE N. Y. Rent-rpr, sve. 
sls. No compet. Lux. rsrt-resi cty 12,000. 
Net $10,000. Ask $16,500 Write B-42804. 


HARDWARE—SE N.Y. Retail. 27 mi NYC. 
Grow suburb. Estab. clientele. Nu bldg- 
fixt. Unlim pot. Net $11,200 A-1 inv. Ask 
$40,000 Write B-42813. 


RETAIL HARDWARE—N.W. N.H. Estab. 
for 90 yrs. Needs ambit. manag. Loc. in 
nat’] vaca land. Ask $28,000. 2-story bldg 
with base. in large commer. zone. Business 
cap. of grossing $100,000. Write B-42842. 


LUMBER-HARDWARE & APPLIANCES 
W. N.Y. Price $27,000 Plus inv., incl. 
Eaqpmt. fixt. Gross sales $85,239...R.E. & 
bldg incl. in sale. XInt loc. Estab. 40 yrs. 
Ref. B-42863. 


FARM IMPLEMENT MANUFACTURING 
—Midwest Trade name estab °45. Over 1000 
dirs-dist. Plant 37,300 sq. ft. 5% acres RE 
(opt). Good labor-management. Ask _$750,- 
000. 29% down will handle. Not a distress 
sale. Write for brochure. Ref. B-62290. 


BUSINESS MART OF AMERICA 


5723 Melrose Ave., Los Angeles 38, Calif. 











COMPLETE 


PLUMBING SUPPLIES 


PARTS TOOLS -P/PES 
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No thank you, I'm just 
reminiscing ..... 


More Exhibit Facilities 


Newly leased space at the Ritz Carl- 
ton hotel, Atlantic City, will provide 
room for 100 more exhibitors boosting 
the total to 260 of Independent House- 
wares Exhibitors to run concurrently 
with the July 1958 Housewares show, 
according to the show’s executive sec- 
retary Ray Passis. 





Where's The Number? 


Due to mechanical limitations the IN- 
QUIRY NUMBER is sometimes omitted at 
the bottom of an ad. To find the inquiry 
number check the INDEX TO ADVER- 
TISERS on Page 34 of this issue. 


CIRCLE THE NUMBER — WE DO THE REST 














Genuine 
Original 


INSULATED RUBBER CUSHIONED GLIDES 


Wonderful for all WOOD and METAL Furniture 
Glide Softly, Silently, Smoothly 


3-COLOR DISPLAY BOX 


Colorful . . . Eye-Catching. Sells on Sight 


One Set of 4 Contains | doz. cards of either %", %"" or i" wy —, have 
on a 3-Color Card mek point nail. Case hardened steel, burnished nickel plated mirror 


6 SIZES: %", %", 1", 
Ive", 1%", i". 


Ask your Jobber or write— ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 


Both Container and Cards in 3 COLORS Fy CE OP) 











For Details Circle 47 on INQUIRY CARD 
HARDWARE WORLD 





Rod Devil 
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(Suggested retail price, tax included) 
complete with 2 Polishing Brushes 


ing CCC CCCCCCCCS//eccccceee 
Spark in 


WITH NEW FEATURES 
New motor—runs faster, runs cooler than 
any in competing machines. 


New exclusive styling—with baked silver 


gray finish. 4 ADDITIONAL 
New light weight — less weight to carry, with sy fA EASY-TO-MAKE 
equal durability and “abuse-ability.” 4 “ ‘ ; 
PROFITS 


) % IN THESE 
New lower price— made possible by omit- i — ; 
ting extra brushes. Oa ) RELATED 


(extra brushes available, of course) << ITEMS 


New brush lock — simpler and surer. 


Other salesworthy features include handle that locks 


in upright position, extra-long 18-ft. Underwriters- , : , <! 
approved cord, and patented quick-release cord De Luxe Model FP-33A. Same improved machine, but with 


holder 2 polishing brushes and 2 scrubbing brushes and 2 felt 

Counter-rotating brushes polish full 12-inch swath. pas. CARSS engguted sions 

Rug Cleaning Attachment. Simple, rugged, snaps easily into 
place on FP-33 or FP-33A. Complete with two vinyl 
brushes. $19.96 suggested retail. 

No change in profitable discount Floor Reconditioning Kit. 6 coarse, 6 medium sandpaper 

schedule. Order from your jobber today. discs, 2 holders, 4 steel wool pads, wrench. $10.96 sug- 


gested retail. 














Brushes. Polishing brushes $4.75 pair, scrubbing brushes 
$4.75 pair, felt pads $.80 pair. 


Red Devil’ T 
UNION, NEW JERSEY, U. S. A. 


For Details Circle 48 on INQUIRY CARD 





HOLDS IN HEAT 










ike) —— 
QUALITY : —— 
Y THE PRICE OF GLASS 





SAVES UP TO 40% ON FUEL COSTS 





PLASTIC 


FLEXIBLE 
SHATTERPROOF 


CHEAPER THAN GLASS 
LASTS FOR YEARS 


ey, . ~ 





Nationally Advertised Prices 
(subject to change) 


JIFFY-PANE 98 


_™-- | Storm Window Kit Clea 
For Garage, Barn, Poultry 39 ¢ vinyl sheet 36” x 72 


For Storm Doors 


end Stern Windows For Porch Enclosures 


; complete with molding 
ashes. barriers oninns nails. Extremely durable. 


For-Do-lt-Yourselfers . . . a 
A Complete Line of Window Materials. Warp’s is the largest complete Storm be age TAPE-On $2.4$ 
and most diversified producer of Top Quality Plastic Window race: Sesiteliet plastic Inside installation for pic} 
Materials in the entire world. You can fill all your plastic storm with molding andnails.Aself- | ture windows. 6’ x 10 
window needs from one reliable source... hold your bookkeep- selling, “pick-up” item for Big | plastic sheet and 60’ o 


ing and paper work to a minimum. Volume and a Nice Profit. special non-marring tape 


Warehouse Stock in 47 States. Top flight jobbers from coast 


to coast assure you a convenient, nearby source of Warp’s plastics Warr? D | $ ? L AY R A C 4 


for farm, home and industry. So you will not miss any sales when 


a cold snap hits be sure you have a good supply of “Warp’s” on can D 0 U & LE your $ A LES 


hand at this time of the year. 


Your Customers Are Pre-Sold On “Warps” Before They 
Enter Your Store. Warp’s products have the Quality that helps ae 
you sell .. . that assures complaint-free customer satisfaction . . . Keep this silent 
Warps’ powerful, timely advertising in national magazines, state salesman loaded with 
farm papers, leading big city and small town newspapers, as well Warp’s Top Quality 

as radio and television programs urge your customers to go to 4 
their local Warp dealer for their Window Material needs. Tie-in Window Materials 
with Warp’s big national advertising by using the free newspaper and watch your 
mats, window streamers, counter cards and envelope stuffers sales zoom. 

that are available on request. 





The Pioneers «+ Established 1924 
} World's Largest Producers of Top Quality Plastic Window Materials \ 


